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As the months roll by, fall swings into winter, and with 
these seasonal changes come new display requirements. 


Displaymen are ever alert to this fact and plan accordingly. 


New interest must be added to displays to maintain their 
appeal and selling power. This is where the ingenuity of 


displaymen goes to work. 


Often new display fixtures are indicated and then is the 
time to look to Scheuer for the best in plastic, wood and 
metal fixtures and in the new combinations of these basic 


fixture materials. 


The Scheuer tradition of original design, quality materials 
and expert craftsmanship is your assurance of the best in 


the market and correctly priced. 





Let us suggest the type of fixtures which will best meet 


your individual requirements. 
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a= 307 WEST 38+ ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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wes Otimnrants 


Tested for maximum readership value... Designed to get more 
people to look—stop ... and buy. These WLS Itinerant dis- 
plays employ the finest art, design, craftsmanship and 





materials. 
Loaned to stores for dates agreed upon... 


only cost incoming transportation. 


Ask our representative to call, 











FOR RCA TELEVISION 
. . Modern illuminated mechanical action display 


The displays that win MORE LOOKERS from the store 
traffic exposed to the goods are the displays that 
WIN MORE SALES! 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
Specialists in Merchandise Presentation * Demonstration * Displays * Exhibits 








Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 


VOLUME 59 OCTOBER, 1951 NUMBER 4 


CONTENTS 


How The Display Department Operates At Kann's 
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By Sally Sherry 
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Easy-To-Build Christmas Units For The Smaller Store : 
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Famous-Barr Christmas 


By Clement Kieffer, Jr. 


Trade Personalities By Jim Tupper . 


The Display Parade By Jim Tupper . 
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Your Column 

Display Ideas 
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How To Wrap Packages For Christmas Displays 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI |, 


OUR NEXT ISSUE 


Among the many feature articles in 
the November issue, in the mail No- 
vember 15, will be reports on interior 
display around the nation, photographs 
and descriptions of contemporary dis- 
play in New York City, Chicago and 
Los Angeles, as well as a detailed ac- 
count of the new suburban store of 
Bullock's in Westwood Village, Calif. 


THE COVER 


The charming display shown on this 
month's cover is from B. Altman & Co., 
New York City. It was photographed 
in full color by Worsinger Studios, of 
the same city. 


EASTERN OFFICE 


47 West 57th Street, New York City 19. 
Phone PLoza 3-5989 


SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the United 
States, Canada, Pan-American Countries, 
Philippine Islands and Spain; all other $5.00 
@ year. Canadian and foreign orders payable 
in U.S. funds by international. money order 
or New York bank draft. Single copies 40 
cents. Send al! subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date; other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


Member 


i 


Audit National 
Bureau of Association of 
Circulations Display Industries 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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Three years of dail, on-the-job 





+ A ad 
te > by America’s leading stores 
prove Dur the only reliable 
plastic mannequir ever made 
: 
es 
4 5.8 
« To mention a few 5 
Higbee Co., Cleveland 6 
Marshall Field & Co., Chicago ; 


J. L. Hudson Co., Detroit 
Rich's, Atlanta 

May Co. all stores 

Bon Marche, Seattle 

H. & S. Pogue, Cincinnati 


And dozens of others 
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dollars... 


that’s why MacDougall- 
Southwick in Seattle 
chooses Sylvania Birdseye 
Reflector Lamps 


A ant Nota NR 


piteapar 


Display men and women everywhere are 
enthusiastic about the economy and the ex- 
cellent lighting results obtained with 
Sylvania Birdseye Lamps. 


These lamps lend maximum interest and 
dramatic lighting effects to windows and 
store displays... at extremely low cost. You 
quickly set up Birdseye lamps exactly where 
you need them. And, because reflectors are 
sealed in, there is never a cleaning problem. 


Now you'll find Sylvania Birdseye Reflec- 
tor Lamps in types, sizes, and wattages for 
every display need. Mail coupon NOW for 
detailed information! 


Concentrator 


ctric P ar New ¥ a 
1-8010, Llus' 
e your new 
Pea gan 
y= a 
es 


oe 
LIGHT BULBS; FLUORESCENT TUBES, FIXTURES, SIGN TUBING, WIRING Street-—_ 
DEVICES; RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC 
PRODUCTS; ELECTRONIC TEST EQUIPMENT: PHOTOLAMPS; TELEVISION SETS 
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‘Line-O-Scribe 
SIGN MACHINES 
MAKE EXTRA PROFITS 


)ABY INCREASING SALES 
JA BY DECREASING COSTS 


No waiting or going without signs 
to put on your merchandise when you have the 
Line-O-Scribe machine. Signs can be made 
at once that tell shoppers about the quality 
and values you are offering. All items can be 
signed at little cost and sales can be pushed 
without irritating customers. 
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VAULAUUVULEEEEA 


MODEL M7II MODEL M1422 
Capacity 7 x 11 inches Capacity 14 x 22 inches 


THERE’S A Line-O- Scribe 
FOR EVERY SIZE STORE 








*& WRITE TODAY 
FOR FREE CATALOG 
which gives full de- 
tails and prices on all 
models . . . also tells 
you how Line-O-Scribe 
signs can increase 





your soles. 





MODEL MI4II MODEL M2228 MODEL MS7II MODEL MK1422C 
Capacity 14 x 11 inches Capacity 22 x 28 inches Capacity 7 x 11 inches Capacity 14 x 22 inches 





eer eee remem a Some 
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Lick “Old Man Overhead” with a ¢. Dept. 


EVERY DISPLAY STUDIO SHOULD HAVE ONE 
“Celastic” is easy to use! 


DIP IT! into “Celastic” Softener for about 3 seconds, remove 
it and allow the excess liquid to drain from the fabric. It may be 
dipped by the yard or in small pieces cut to any size or shape. 
Now it is ready to be worked. 


DRAPE IT! —hang “Celastic” to avoid wrinkles and allow 
fabric to set. In about 2 minutes, when material is not tacky to 
the touch, you can drape it as you would the most workable fabric 
and “Celastic” will permanently hold any shape, however fanciful 
or realistic. 


SHAPE IT! freely into any desired form when “Celastic” 
is set-and almost dry. “‘Celastic’” Sculpture goes far beyond the 
limitations of paper sculpture because it eliminates backing and 
stapling, has the firmness of metal, achieves and holds shapes here- 
tofore impossible with paper sculpture. If “Celastic” hardens 
before completion of sculpture (or other work), moisten with 
softener and continue working. 


sein rd aeRO - dh SSO Nee 


CAST iT! —Celastic” can be used in negative or positive 
moulds. Dampen mould liberally with water and apply “Celas- 
tic Parting Agent” #737 on raw plaster mould and allowing 5 
minutes before applying “Celastic” in strips or one piece 
(wherever possible). When “Celastic” is bone dry it lifts easily 
and cleanly from the mould. One layer is sufficient. 


“ elastic z is packed in 25 and 50 yard rolls 
Extra thin, thin, medium and heavy weights 
OUTMODES PAPIER MACHE—MAKES POSSIBLE HUNDREDS 
OF NEW TECHNIQUES 


* 
e@ No Pastes . . . No Hot Rooms e e@ Unbreakable 


@ No Weather Problems @ An Unbelievably Powerful Adhesive 


e Dries to Stonelike Hardness in 20 e@ Cuts Overhead, Labor Costs up to 
Minutes 75% 


oo 
e@ Featherweight ed e It's Weatherproof Too! 


COLLOID TREATED FABRIC 
WRITE TODAY FOR DETAILED LITERATURE . . . IT'S A DISPLAY MUST! 


ene 
NATIONAL DISTRIBUTORS — U.S.A. AND CANADA 
DISPLAY AND ALLIED INDUSTRIES 


alters inc. 125 WEST 26TH STREET, NEW YORK CITY 1 


*Trade mark of the Celastie Corp. 
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America’s 
Most Beautiful 
Christmas Lights 


Write to us today for 


TRANSFORMER-TYPE 
BLINKER LITES 


Each Light Blinks “On” and “Off” 
Independently From The Other 


20-Lite Set....$15 Value — $10.95 


40-Lite Set....$24 Value— 16.95 
60-Lite Set... .$34 Value— 22.95 


Every set is guaranteed finest workmanship and quality. 
Complete with dependable, serviceable transformer. 
Fitted with long-life “blinking” bulbs. No cumbersome, 


hard-to-hide flashers. 


Radiant Star Lights For 
Above Sets. ..20 for $8 


RADIANT GLASS 





FIBERS CO. 


DISPLAY WORLD 


a 


“PATENTED IN U.S.A. 
AND CANADA 


See the devastating glamour and wonderful excitement they cast 
on your Christmas displays . . . Radiant Star Lights, are the 
newest, most thrilling shining stars in the Christmas firmament. 
Available in Crystal, Gold, Cerise, Blue, Green. 


STYLE No. 46—3 inch diameter, with 6-8 volt “bee” or “bug” 
light miniature bulb for use in 20 light Transformer sets or the 
new 20 light sets that require no transformer. 


STYLE No. 120—3 inch diameter, with small 120 volt candelabra 
bulb for use in regular Christmas light strings. 


STYLE No. 120-C7—4 inch diameter, with C-7 bulb, 120 volt, 
candelabra base. For use in regular Christmas light strings. 


full particulars and prices 


20-LIGHT STREAMER 
“Bee” or “Bug” LITES 


If Some Lights Go Out 
Rest of Set Stays Lit! 


$ COMPLETE 
with 20 long Life 
e "Stay-Lite" Bulbs 


This is the 20 light set of miniature “bee” or “bug” 
lights that is creating a sensation from Coast to Coast... 
at a full $2.50 to $3.00 less than any other similar set. 
It will do everything that a transformer set will do. . . 
at about Half the Cost. 


Above Set Complete With 20 
Radiant Star Lights. . . .$12.95 


11 WEST 29th ST. 
NEW YORK 1, N. Y. 
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Harry Burnell 


After 6 years of practical experience in sign shops as a sign writer in 
Cleveland, Mr. Burnell came to the May Company in 1927 as the Assistant 
Sign Writer. In 1932 he became manager of the sign shop and head Sign 
Writer. He has continued in this capacity as the Manager of the Sign Shop 
for 19 years. Harry takes great pride in defeating his 22 year old son 


at golf. 


@ PROUD REPRESENTATIVE 
OF THE MAY COMPANY, 
ONE OF AMERICA’S 
RETAIL CHAMPS! 


More sales volume than any other store in 
Cleveland! More sales volume than any store 
in Ohio! The May Company, Cleveland has 
grown, and continues to grow, year by year. 
An efficient operation, a pioneer in the im- 


Printasign Installation at the May Company, Cleve- : il a ail i 
land. Note the use of Printasign in connection with Pe OF SHES oe ee ee 
duplication process. and management. 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST. * CHICAGO 5, ILL. 
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SANTA CLAUS Wit r Hy) ARI sels 


made of 100% DuPont MWMYLON 


* FLAMEPROOF 
* WASHABLE 
* COMBABLE 


Get Your SANTA 
Ready for XMAS 


ORDER NOW! 


These superbly styled Santa Claus 
wig and beard sets of 100% DuPont 
Nylon Hair are completely ventil- 
ated and wefted by hand, giving 
them the most natural appearance 
possible. They are soft, absolutely 
non-inflammable, and can be 
washed, recombed and recurled. 


The wigs and beards are the purest 
white ever made, and will not fade. 
Nylon hair is twice as strong as 
natural hair. 


The beard is approximately 15 inches in waved length, and the complete 
set is available at the low price of only 


$25.00 FOB. N. Y. 
MAKE CHILDREN BELIEVE IN YOUR SANTA — GIVE HIM THAT “REAL” LOOK 


MEYER JACOBY CORPORATION 


34 WEST 20th STREET 
NEW <F¥ORK tt,. N.Y 
CREATORS AND MANUFACTURERS OF AMERICA'S MOST BEAUTIFUL DOLL, DISPLAY, AND COSTUME WIGS 
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(Above) One of a series of dramatic ledge trims at Bamberger’s. Attention 
is centered on the mannequin at center framed inside a giant oval, made 
of wood and seamless paper. Two Deca Poles, mounted between the 
ledge top and ceiling, support this entire display. French poodle, which 
adds the finishing touch, stands on shelf supported by a Deca Pole and 
the decorative pole at right. Note that the Deca Poles are used, not just 


as supporting elements, but as integral parts of the entire decorative scheme. 


(Right) Free-standing, dimensional display erected in the selling area 
of Bamberger’s Children’s Wear Department. A panel describing the 
children’s contest and displaying several children’s hats is supported by 
two Deca Poles. Desk area, supported by the two poles and a third leg, is 
used by the contestants in completing their entry blanks. Free-standing 
displays in open selling areas are not only easy to erect and dismantle, but 
they will stand rigidly and securely although placed in areas of heavy 
customer traffic. 


(Below) A Back-to-College ledge display using three Deca Poles. Two 
of the poles support a shelf upon which the mannequin is placed. Notice 
how this shelf, held securely by the two Deca Poles, easily supports the 
weight of the mannequin. Cutout fall leaves, French curve and books are 
fastened to the poles with the cutout acorn and pencil suspended from 
wires. Similar displays were erected atop other first fioor ledges as a part 
of Bamberger’s Back-to-School promotion. 
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Erect Displays That 
with “Module Type” 


For dramatic and impressive effects that will stop 
traffic, impress customers and build sales, use new 
“Module Type” Deca Poles in your displays. With 
this revolutionary new display prop, the possibilities 
of new, different and attention-compelling effects are 
limited only by the imagination of the displayman 
using them. 

Robert McCorkle, Display Director of Bam- 
berger’s, Newark, N. J., created the group of out- 
standing fall displays shown on these pages. Again 
he illustrates some fresh, new ideas for using Deca 
Poles in interior displays. Here you can see how the 
versatility, flexibility and adaptability of the Deca 
Poles make possible a fuller use of open areas for 
display purposes, particularly at department en- 
trances and on counter ledges. 


ORDER A 
DECA POLE 
“STORE-TEST” 
SET TODAY! 


2018 WASHINGTON AVE. 
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"Stop, Impress and Sell” 
Deca Poles 


Deca Poles, not only are simple and easy to use, 
but they afford genuine savings in time and money. 
Easy to erect and dismantle, the poles leave no 
unsightly marks on floor or ceiling. Furthermore, 
they accommodate any ceiling height from 31 in. to 
25 ft. and can be used over and over again in future 
displays. 


For new, dramatic and truly different effects for 
your displays, join America’s leading displaymen 
who use Deca Poles. You, too, will find that no 
other display prop offers such variety of application 
or durability as Deca Poles. 


Give Deca Poles a trial in your display depart- 
ment now. 


Litt Alice” Pausents 
FLOPPY 00G 


AOPPT tnt 1 Bee 


The best way to measure the value to you of the new “Module Type” Deca 
Pole is to “‘store-test” it in your own display department. To help you de this, 
we have prepared, as a package unit, twe Standard “Module Type” Deca Poles 
with an assortment of ssory fittings sufficiently complete to enable you te 
fully explore the possibilities of dramatic display props at a relatively 
small The complete set consi 
2-3 6 Ag wa om “Module Type” Deca Poles to accommodate 
ights from 31 in. to 12 ft. 6 in. Price, each 
Price, each 
Price, each 
Face Plates with Flange. Price, each 
—Drapery Clips. Price, per dozen 
38—-Pole Clamps. Price, each 
Batten Brackets. Price, each 
- ture Hooks. Price, per doze! 
Total » all in ice blue baked patheeaary finish. 
“Deca Poke Store Test Set” 


$ 39.95 F028. sr. Lours 


To accommodate —_ heights over 12 ft. 6 in., 


available at $2.75 each 


ST. LOUIS 3, Mo. 


~> 


o em, oe 
Busesues 


eg 
MS- 34- s Card or Frame Holders. 
MS-. Face Plates without Flange. 


2. 
Price for the complete 


extra 30 in. modules are 
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(Above) An outstanding display in Bamberger’s “Bam’s a La Paris” pro- 
motion. A simulated front of a French cafe complete with canopy, 
supported entirely by two Deca Poles mounted between the counter ledge 
top and the ceiling, acts as a setting for this first floor ledge display. 
Attention is immediately focused on the mannequin, table and chair and 
the merchandise displayed on them. Erected high above customer traffic, 
this display can be seen from all parts of the first floor. Displays like this 
are impractical, if not impossible, to erect without “Module Type” Deca 
Poles. 


(Left) Another display announcing a contest —this one also erected in 
the selling area of Bamberger’s Children’s Wear Department. The panel 
describing the contest is securely held by two “Module Type” Deca Poles. 
Desk area, held in place by the poles has an additional leg, and thus can 
be used by contestants completing their entry blanks. Cutout dog is 
fastened to the pole at right while the pole at left passes through the 
cellophane container holding the “bones”. With Deca Poles, displays may 
be erected anywhere you have a floor and a ceiling, or the equivalent. 


(Below) An island display from Bamberger’s “Bam’s a La Paris” promotion. 
Fashionable women’s suit and coat are dramatically displayed at the en- 
trance to Bamberger’s Women’s Coat and Dress Department. A single 
Deca Pole supports the background and the panel with fall foliage used 
to conceal the base of the pole. Simple yet eye-appealing displays like 
this one are quickly and easily erected with Deca Poles. Using Deca 
Poles, a display like this can be erected in 30 minutes by any displayman. 
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AC T T ON 9 9 Colorful Motion Displays for Christmas 
@ Write for Pictures of the Complete Line 


SANTA’S WORKSHOP 


6-504 — This display is 84" wide, 36" high dnd 4" deep. It is printed in nine different colors on 100 point card stock. The 
entire background and moving parts are set in a wooden shadow box frame. It has EIGHT ANIMATED FIGURES. 

The Gnome (left hand corner) has double action of turning 4. Santa shakes with mirth. 

wheel and moving arm. 2. Jack in Box jumping in and out. 

The Gnome with packages has a teetering action as though ‘o 6. Painter works on drum with up and down stroke. 

save the packages from falling. 7. Gnome on horse rocks back and forth. 

The Gnome mating sled has very realistic hammer action. 8. Tailor puts finishing touch to doll with natural sewing action. 
This 84" display is made in two parts and folds over to facilitate shipping. The package size will be 36" x 42" x 8". The 
cost of this display complete with motors attached is $80.00 F.O.B. our factory. 


Sania and Reindeer Yes, there is a Santa Claus 


ee 
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G-503—The Santa Reindeer is beautifully painted in nine colors. It is 33''x48"'x4" G-502 —This is a very attractive Christmas animated 
and very sturdily constructed with a wooden shadow box frame. The front display 45" wide, 35" high and 5" deep. It is printed 
has a heavy piece of acetate printed to give the effect of a window with in several brilliant colors on 90 point white lined card- 
icicles. The Deer gallop and Santa waves his arm, while in the sky the stars board with a separate wooden frame. The top of the 
are twinkling making it a LIGHT AND ACTION DISPLAY. The cost of this fireplace has a shelf 5" wide on which there are three 
display complete with motor is $37.50 F.O.B. our factory. decorative pieces that can be removed if you wish to 

use it to display merchandise. The action shows Santa's 

arm in motion pointing to the children as if asking if 


they believe in Santa Claus and they are vigorously 
nodding their heads. The expression on the children's 
a faces denotes surprise and wonderment while Santa is 


his usual jovial self. The fireplace is illuminated by a 

Consult Us On Your Animated Problems red bulb giving the appearance of burning embers mak- 

320 BRIDGE ST BROOKLYN 1, N. Y ing it a LIGHT AND ACTION DISPLAY. It is electrically 
: Fai age operated by a patented Gregory motor, 110 volt, A.C. 

For Canadian prices consult Walter Dickinson & Co., Ltd., 184 Bay Street, or D.C. current. It is packed in a heavy duty shipping 
Toronto, Canada. carton. The cost of same is $37.50 F.O.B. Brooklyn. 
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How to ae 
Make it a N= z = —— me a: oy 
Profitable Fe SPE © vox mca 


Write for your free copy 


e { 
Christmas ! _ _ of Sherman’s new Christmas 
4 , ae Display Guide! 


It’s crammed with 


New designs and ideas 
Get our FREE ' to make it a profitable 
a p | Christmas for you. 
Display Guide! : For Sherman display 
P materials stimulate sales 
and increase traffic 
C-432 in your store by setting 
NEW POINSETTIA ¥ P : : 

CONTINUOUS DESIGN * - off your windows and 
store displays attractively, 
colorfully, invitingly ! 
Learn all the colorful 
selling helps that can 
be made available to you, 

coacu ano rour §=_ write for your Guide 
\cig DY filling in the 
coupon below! 








* NEW DESIGNS! 
% NEW COLORS! 
* NEW IDEAS! 





% NEW PATTERNS 


RED BRICK P-797 


“ots ® SANTA Get your copy of the Sherman 
—_- Christmas Display Guide NOW! 


PAPER PRODUCTS CORPORATION subenleneprlmaiusieniclapsisec 


NEWTON UPPER FALLS 64, MASS. SHERMAN PAPER PRODUCTS CORP. tite 
time 156 Oak Street 
cucaeo a vos <i COUPON Newton Upper Falls 64, Mass. 
Gentlemen: 


Please rush my copy of the NEW Sherman 
Christmas Display Guide! 
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Chip-proof, Breakproof, Weatherproof 


REINDEER AND SLEIGH SET, 16 FT. LONG 
No. FX-82—Attractive reindeer and sleigh set, 16 | 
ft. long, designed for outdoor, window or interior oe) 24 IN. “PLASTEX” HEADS 
~ nt ame we ae — Pony oe the “ret Colorful half-round “Plastex” heads with re- 
pe ma a pRB Pei ws 30 in got ype ligious and traditional Christmas themes are 
green plywood sleigh, approx. 40 in. by 21 in. by 18 in. Full-round = pened a ae 
me senna od I ae ee Oe ee . homes. Use them outdoors on a “posts, 
nprseggixes: as building fronts, roof-tops, lawn and porches 
Price, complete as shown $199.50 and in city squares. Use them indoors as 
F.O.B. Milwaukee post and wall decorations. 


No. FX-161—Half-round moulded “Plastex” 
New 22 In. Size Weatherproof Town Crier Head finished in a weatherproof 


Displays lacquer. Size 24 in. high. 
etal Each $9.50 
24 in. “Plastex” heads available in Wise Man 
head, Angel Head, Tiny Tim Head, Carol Sing- 


er Head, Santa Singer Head and, 
Santa Winking Head. Price, each $9.50 
All F.O.B. Milwaukee 





i] os 
36 In. “Plastex 
Carol Singers 
Authentically mould- 
ed and colored, half- 
round “Plastex” fig- 
ures that are ideal 
for wall or post 
trims. Finished in 
a weatherproof lac- 
quer. Illustration at 
right shows the fine 
No. FX-72—Facing No, FX-52-Facing Left. details and sharp 
Straight Ahead. three-dimensional 
line of the figures. 
. a nae : 
Self-standing 22 in., full-round “Rudolph’* and Reindeer No. FX-167 e Town 
with Antlers displays. Use them outdoors in store front, Crier Figure. Shown 
eg or lot displays. Use them indoors in window, ledge, above left. 
pet ¥ i aaa . or floor displays. The “‘Rudolph’* is available with a red J KX .167 — C. 
60 IN. “RUDOLPH™* AND REINDEER MEET: ccs” saane 6c. God pained Bains auch WEA elke” a No. FX-167 ae 
ANTLERS OUTDOOR POS . three head positions, facing left, facing right or facing Singer Figure. Shown 
Life size, 60 in., full-round **Plastex” figures finished straight ahead. The Reindeer with Antlers is also available above center and at QE 
in natural color washable lacquer Units supported in any of the three head positions mentioned above. right 
by post bracket, sir suspension harness or ground No FX.53—“Rudolph® with red “flasher” No. FX-169 Lamplighter Figure. Shown 


[> ated 
—e above), all available at slight additional nose. Price, complete with bulb and cord $25.50 


, No. FX-52—“Rudolph’® with red painted above right. $13 50 

No FX-58 “Bigger a — red ‘“‘flasher”’ oe eas phic P painte: $22.50 Price, each figure t 

nie $43.25 No. Fx.72-Reindeer with Antlers 12 IN. “PLASTEX” CAROL SINGERS 

No. FX-57—Rudolph’* with red $39 75 Price $21.75 No. FX-150—Set of three Carol Singers same 

painted nose (shown above). Price DFebe Med ae F as above, but 12 in, high. For indoor or 
pecity head position. All F.O.B. Milwaukee. outdoor use. Price 


oy apa Reindeer with Antlers. $38.85 per edt of 3 $9.50 


All F.0.B. Milwaukee *Copyright MCMXXXIX by Robert L. May Both F.O.B. Milwaukee 


For Complete Information on “Rudolphs"* and 
Reindeer Displays, Nativity Set and Other Lo 
“Plastex" items shown on These Pages. Write 


for Broadside No. 17-D. 2018 Washincton Avenue 
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“Plastex’” Outdoor Christmas Decorations 


1951 


42 IN. DIAMETER MASONITE SEASON’S 
GREETINGS PLAQUE 

No. FX-201—White Masonite plaque with 
lettering in bright seasonal colors. Illustra- 
tion above shows plaque used with No. FXP- 
160—Carol Singer. Write for list of other 
“Plastex” heads and figures available. Price, 
complete with necessary mount- 

ing equipment $16.90 
No. FX-200—White Masonite plaque same as 
above, but 36 in. in di ter. Complet 
with one 16 or 18 in. figure. Price, complete 


ee mounting equip- $1 1.90 


Both F.O.B. Milwaukee 





“Plastex” Candle Display 

FX-172—Colorful full-round “Plastex” 
candle complete with lighted candle and 
halo. Choice of set of three 12 in. half-round 
Carol Singers, set of three 12-in. half-round 
Dwarfs, a 15 in. full-round “Rudolph”* with 
red painted nose or a 15 in. full-round Rein- 
deer with Antlers. Entire unit on abstract 
shaped base. Overall approx. 30 in high. 


price, complete $23 95 
F.0.B. Milwaukee 


as shown 
“Plastex” is a new plastic and rub- 
ber compound with the shockproof 
qualities of rubber. 


No. 


WAGNER 





GIsriAY Wee 15 


~ ee 


No. FX-115—Giant size Nativity Set, standing over 5 ft. high and 12 ft. wide with 38 in. 
standing figures, will attract attention and be the talk of your community. Use it in windows, 
on indoor or outdoor ledges, in the store’s parking lot, or in the case of one story buildings, 
on the roof. Used as a community Christmas decoration in public squares, parks or on the 
lawn of public buildings or institutions, it will be a real traffic stopper with people coming 
from neighboring communities to see it. 


Fifteen colorful, self-standing, full-round moulded “Plastex” figures authentically colored 
in life-like detail in your choice of gloss or flat finish with a weatherproof lacquer that will 
retain its beauty for many years although exposed to the most severe winter weather. Com- 
plete set consists of the following figures: Christ Child, Joseph, Mary, Herald Angel, Shep- 
herd, Bearded Shepherd, Boy Shepherd, Three Wise Men, Ox and Donkey. Standing figures 
are 38 in. high; kneeling figures, 30 in. high with recumbent figures in proportion. Set also 
includes three sheep in your choice fon of the = head positions shown, or one each of 
the three positions, a manger and an adjustable wooden stable, 5 ft. high, 

$485.00 


12 ft. wide and 4 ft. deep. Price, complete as illustrated and described 


F.O.B. Milwaukee 
FULL COLOR REPRODUCTION SENT ON REQUEST 


NATIVITY SET FIGURES SOLD 
INDIVIDUALLY 

Purchase several Nativity Set figures this 
year and add to the set from year to 
year. Essential figures such as Christ 
Child, Mary, Joseph and Herald Angel 
may be used together as a smaller Na- 
tivity Set. 

Self-standing figures are moulded full- 
round of “Plastex” and colored in your 
choice of gloss or flat finish. Standing 
figures are 38 in. high; kneeling figures, 
30 in. high. Select any figures described 
and illustrated above. Order figures by 


name. Price, $29.50 


each figure 
No. FX-111—Half-round Christ Child 
Manger is part of 


_—. 16 in. long. 
Nativity set and is not in- 

cluded in price. Each $12.50 
_ Fa pane sheep, 20 in. long. 
Specify head position. 

Each $12.50 


All F.O.B. Milwaukee 
C © o 


St. Louis 3, Mo. 





For a Complete Line of Alumalite, Fiberglas 
and Molded Plastic Christmas Decorations, 
Write for Broadside No. 18-D. 
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Skirt n’ Slak Form 


HELP YOURSELF TO A HEAP MORE PROFIT! 
SPARKLING CLEAR PLASTIC ) j 


yun 
FORM 


...Displays Skirts For Impulse 
Sales And Encourages Slack Profits 


Here in all its glory the revolutionary sparkling clear plastic Skirt n’ 
Slak Form taking the country by storm! The closest thing to showing 
Skirts and Slacks true-to-life this side of reality. Plastic smooth all over 
and shaped to perfection in all the right places. Fits any stand! Tilts 
and Swivels! Felt pads accommodate pins. Won't chip, peel, crack, 
or discolor. The last word! Will last a lifetime and then some. Lux- 
urious? You said it! Indispensable? And how! Can’t help but sell more. 
Can’t miss making Extra Profits. Get on the happy, black side of your 
Skirt and Slack ledger by ordering your share of this wonderful 
bargain today. Imagine the extra business 
you'll do! But why imagine . . . Get this $ 50 
profit-building Display Equipment rightnow! = Only EACH 
Less than 6, $3.75 each 


Customers “go” for the way Skirts and Slacks look on this true-to-life Clear Plastic 
Form! Result? They buy . . . more and mere easily. No wonder this slick sales- 
provoker is making friends all over the country. Order your Skirt n’ Slak Forms 
today. They’re Terrific! 


SKIRT ON SLACK 


Perfect for Skirt and Slack Display wherever you fancy it . . . counter, window, 
and right on your selling floor. Flatters any style garment—catches Impulse Sales. 
Get on the bandwagon—send your order, pronto. You'll wonder how you've ever 
done without Skirt n’ Slak Forms. They’re Sensational! 


Precision-made to show Skirts and Slacks the way you want to show them! To per- 


- fection! The Display Right Way which can only mean extra sales—money in the 


bank for you. And in the bargain, these gorgeous clear plastic Skirt n’ Slak Forms 
are yours at Rock Bottom Low Cost. Order some Now. They’re out of this World! 





ed Wing lroducls BELLEROSE, N. Y. 
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METALLIC RED 
STRIPE WITH WHITE TUBE 





METALLIC RED 
STRIPE 7 ot Annee CANE 


DIAMETER 
$ 


Ye’ x 5 FT. TUBES 
METALLIC COLORS 
GOLD & WHITE COPPER & WHITE 
REO & WHITE BLUE & WHITE 
GREEN & WHITE : 
BOXED 24 ASSORTED 
OR ALL ONE COLOR 
k Sy Se :1-) an -) a 


F.O.8. CLEVELAND VIA PARCEL POST 


COMPLETE STOCK ON HAND FOR IMMEDIATE DELIVERY ON ABOVE ITEMS 
WRITE US OR SEE YOUR NEAREST DISPLAY JOBBER 


MUTUAL DISPLAY MANUFACTURING CO. 


1101 POWER AVENUE om OE OHIO 





CHECK YOUR 
““SALES-PULSE”’ 


ORDER YOUR 
REPORT No. 2 


Batioear association 
OF SISPLAT ineestanes 


: | 


PROGRESSIVE mEACHAROISE 
Petscetatios 


NATIONAL ASSOCIATION 
of DISPLAY INDUSTRIES 


203 No. Wabash Ave., Chicago 1, Ill. 


DISPLAY WORLD 


... proved by 1,290,000 
Customers! 


Sales jumped from 18 to 67% by the use of proved display technics 
f 


or merchandise totally unpublicized in any other way. 
The ability of display to start and sustain sales was 


conclusively proved from the results of a nation-wide study. 
N.A.D.I. sponsored this study which was conducted by N.Y.U. School 
of Retailing. Varied merchandise was used in 58 test 
‘windows in one store in each of twelve cities. 
1,290,000 customers were covered ... believed to be the 
largest sampling group in any marketing research. 


Complete details on traffic, readership and sales effect 
brought out by this study are revealed in a 128 page book. 
Report No. 2, the second in our Visual Merchandising Series, is now 
available, in a fully illustrated, bound volume. 
Check your “sales pulse” against these records. 
Send coupon below for your copy of Report 
No. 2 — or if you haven't seen Report 


No. 1 — send for both, $5.00 a copy. 
BEB RB SMB EB ERB SERB EEE MH 


National Association of Display Industries 
203 N. Wabash, Chicago 1, Illinois 


Please send me .. 


copies of N.A.D.I. Visual Mer- 
chandising Research Series Report No. 2, at $5.00 


each, Enclosed is my check for $ 


Name 
Store 
Address 


City 


1951 
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TWICE THE 


Tested and approved by Elec- 
trical Testing Laboratories. 


Installed and successfully used 
by such leading stores as: 


Loft Candy Corp. 

Weber and Heilbroner 
Peck and Peck 

W. & J. Sloane Co. 

Jane Lee Stores 

Lane Bryant 

1. Miller 

Joske's of Texas 

Hecht Bros. 

E. M. Loew's Theatres 
Sterling Lindner-Davis Co. 
Hochschild Kohn Co. 
Modernage Furniture Co. 
S. Kann Co. 

Sears Roebuck Co. 
Bloomingdale's 

Polsky's 

May Co. 


Write Now for free Illustrated 
Brochure! 


DISPLAY WORLD 


MIROFLECTOR 


Display Lighting 
ou Brighter— More 
sag Ordinary Bulbs! 


\ ordinary bulb (C—™» 


le replacement! (= 


i 


& 
@ Dra ee intense spotlighting—dramatizes 
your merchandise! Broad, even natural flood lighting brings out 
true colors and textures! 


@ Permanent! Lifetime finish will not corrode, discolor or tar- 
nish due to Patented Miroflector process! 


@ Adaptable! Easily and quickly fits into any regular 
electrical installation! Nothing to change! No additional equip- 
ment to buy! 


@ Practical! Less heat—cooler burning! Lamps last longer— 
less relamping. Patented vibration damper. 


@ Economical! You save important display dollars 
since Miroflector utilizes ordinary bulbs! Harnesses more direct, 
natural light with far less current! 


MIROFLECTOR 


"The Brightest Idea in Lighting” 
1775 BROADWAY + GENERAL MOTORS BLDG. + N. Y., N. Y. 
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Join the HUNDREDS who have entered 


DISPLAY WORLD'S 


SECOND ANNUAL INTERNATIONAL 


DISPLAY CONTEST 


The success of the 1950 contest is best indicated by the more than 
2,500 entries which were received from all over the world.. We are 
confident that the recognition of the world’s finest display skill 
afforded by this contest will have a definite influence in obtaining 
more attention to the importance of display in retail merchandising. 
This Second International Display Contest — with 309 awards — 
will continue to prove an incentive to still better display throughout 
the world and to reward outstanding displaymen with tangible 
evidence of their ability. It is our belief that this recognition of 
meritorious work will benefit the entire profession, and we view it 
as one of our obligations to the field we serve. All displaymen are 
invited to participate. There are no restrictions. 

Top awards will be beautiful gold, silver and bronze plaques, and 
there will be gold, silver and bronze medals presented in each of 98 
classifications covering every type of merchandise. In addition, a 
gold medal will be awarded each month for the best display entered 
in the contest during that month. Thus there will be a total of 
309 awards. 

Every displayman, no matter where, is invited to participate in this 
contest. There are no strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. Read the rules care- 
fully and get your entries started today . . . and keep them coming. 
The more entries submitted, the better your chances for interna- 
tional recognition. 


CLASSIFICATIONS 


. Women's and Misses eve- 35. Yard goods. 68. Florist dispaly. 


ning wear. 

. Women's dresses 
Women's sportswear 
Womens coats, suis 

. Furs. 

Bridal display 
Lingerie. 

Millinery 

Women's footwear 
Women's hosiery. 
Handbags, umbrellas 

. Women's gloves. 
Jewelry 
Women's handkerchiefs. 
Corsets, surgical garments 
Women's bathing suits 

. Cosmetics, perfumes, etc. 
Children's apparel. 

. Children's footwear 

. Children's hosiery. 

. Infant's wear 

. Men's clothing 

. Men's shirts. 

. Men's neckwear 
Men's hats. 

Men's shoes 
Men's socks 
. Men's underwear. 
Men's swim suits 
$ sportswear. 
toiletries. 
robes. 
evening wear. 
gloves. 


36. Notions. 


. Linens, bedding. 

. Furniture. 
House furnishings. 
Paints. 

. China, glassware 

. Silverware. 

. Toys. 

. Luggage. 

. Athletic equipment. 

. Musical instruments. 

. Radios, television sets 

. Gift novelties. 

- Books. 

. Stationery. 

. Greeting cards 

. Drugs. 

. Tobacco, smoking 
equipment. 

. Groceries. 

. Candy. 


£4. liquor, other bottled goods 
57. Refrigerators. 

58. Ranges. 

59. Laundry equipment. 

60. Lamps. 

61. Electric and gas appliances 
62. Vacuum cleaners. 

63. Kitchen equipment. 

64. Garden tools and 


equipment. 


65. Hardware. 
66. Automobile showrooms. 
67. Automobile accessories 


and equipment. 


69. 
70. 
71. 
72. 
73. 
74. 
75. 
76. 


77. 
78. 
79. 
80. 
8. 
82. 


83. 
84. 


85 


86. 
87. 
88. 
89. 
90. 
9. 
92. 
93. 
94. 
95. 


96. 
97. 


Photographic equipment. 
Optical goods. 

Exhibit booth. 

Exhibit display. 
Institutional display. 
Civic display. 

Christmas interior. 
Christmas facade and 
marquee. 

Christmas window display. 
Floats. 

Showcards, pen-lettered 


Showcards, machine lettered. 


Showcards, hand-lettered. 
Banks and other service 
institution display. 

Travel display. 

Animated display, interior. 
Animated display, window. 
Anniversary display. 
Valentine Day display. 
Easter display. 

Mother's day display. 
Cotton Week display. 
Father's Day display. 
Independence Day display. 
Thanksgiving Day display 
Style show setting. 

Interior ‘'shops"’, such as 
“Town & Country", ‘'Bud- 
get’’, etc. 


National advertiser's display. 


National advertiser's display 


unr. 
98. Miscellaneous. 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, cincinNati, oHIO 


. The entry 
S wu 


dy 


s 
5 


. Any displayman in the world may enter this contest. Ii is 
@ eubocsil 





not y to be to DISPLAY WORLD. 
All entries must be of displays installed during the year 
1951. 


. Entry is by means of one or more unmounted black-and- 


white glossy p grap P 8 x 10 inches in size. 
As many entries may be made as desired. No entries will 
be returned. 





. Each photograph must be clearly marked on the back with 


the name of the entrant, store, city, and contest classifi- 
cation. Example: “John Jones, Dexter & Sons, Kansas 
City, Mo. Classification No. 74”. 

All entries become the property of DISPLAY WORLD. 


. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1. 


. Entries may be submitted at any time. All entries re- 


ceived during a given month will be judged for the 
monthly gold medal award for the “Display of the Month”. 
The contest ends December 15th, 1951. 

judged best in its classification will receive 3 
pon ia yold medal; secona pest, 2 points and a 
silver medal; third best, 1 point and a bronze medal. The 
entrant who receives the greatest total number of points 
will be awardea a gold plaque, suitably engraved; the 
one receiving the second greatest total number of points 
will receive a silver plaque; the third greatest total num- 
ber of points will be awarded a bronze plaque. 


. Each photograph entered will be eligible for only one 


classification. 


. Judging for the annual awards will be done by an out- 


standing board of well-known display authorities. Their 
decisions will be final. 


. Judging for the monthly “Display of the Month” gold 


medal award will be done by the editorial staff of DIS- 
PLAY WORLD. Their decisions will be final. 


. In case of a tie, duplicate awards will be made. 
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LY) U: 6. PATENT NO. 2406759 





t's new .. . it's different . . . it's DekoraBlok! . . . the 
all-season, all-purpose construction unit that responds 
instantly to creative design with a new, sparkling 
versatility never before realized in the display in- % A 

dustry. . rich, sleek beauty or sturdy serv 
product of a craftman’s skill- 


—classic footwear* for everyone 


Whatever display project you may be planning par merchandised best on Dekorablok 


is DekoraBlok. 6” x 6” in size, 0. ¢ 
the answer is DekoraBlok. 6” x 6” in size, made = a U4 


from crystal-clear, heat-resistant plastic, DekoraBlok's . = ~~ Ee 


patented interlocking, modular design makes it a a gies = 
display miracle for all types of merchandise. Even Na 7 — 
wider scope for new and functional merchandise-sell- 
ing displays can be achieved with the use of specially ated ue 
engineered interlocking links. aA eit: 
AND .. . you get important 3-way economy with amaz- 
ing DekoraBlok. the delicate elegance of exotic perfume* 
the fantasy that is the bottle es 
. you save time! DekoraBlok’s unique interlocking prin- best displayed for buying eyes 2 





ciple allows quick assembly and dismantling. on crystal-clear Dekorablok 


. less effort! DekoraBlok displays are sturdy but light in 


weight; light enough to be carried complete from your work- ai } , jee m . 
room to the point of display. ie eB ‘ff = 
. . and DekoraBlok saves you money! You can use DekoraBlok Yo y~x = 
quickly, easily, time and time again . . . its durability and Y Le = Dae 
variety make DekoraBlok’s low unit cost a wise investment of ee cre ——— 
everlasting beauty and utility. daring chapeaux* of ribbon and lace a ) op 
styles so pert and airy a : 
tempt milady’s willing purse a2 
Wherever merchandise is being offered for sale. . . whencshown on-emarnt: Dekorablok 
DekoraBlok will display it best! 
~ 


FOR IMMEDIATE DELIVERY .. . J — 
SEE OR CALL YOUR LOCAL JOBBER, TODAY. 


*A DEKORABLOK DISPLAY SELLS IT BEST 


Moteth eft PRODUCTS INCORPORATED 
4540 LONGRIDGE AVENUE * VAN NUYS, CALIFORNIA 


Studio 


Fashioned 


for 


fashion windows 


Decor, coiffures and finish 

that triumphs over the ordinary 
to blend gracefully with the 

changing moods of fashion. 
Each figure is hand-crafted 


to individual taste. 


Call or write your Korrect-Way distributor 
for a complete showing of 


Studio Fashioned manikins 


cA Onde, 


MANIKINS BY KORRECT-WAY 


Division of American Fixture & Manufacturing Co. + St. Louis 3, Mo. 
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Every merchandiser knows the “eyes have it” when IT means convincing 
the prospective customers to buy. That’s where the Showcard Machine 
comes in; to help you supply the visual tell that sells—at lowest cost. 

First of all you don’t need an initial investment of thousands of dollars. 
And chances are the price of your Showcard Machine will be repaid 
quickly—actually in many cases in a matter of months. 

It’s a speed champion too! Even for one-of-a-kind work the Showcard 
Machine can turn out more jobs per day. When it comes to two or more 
of a kind, as is usually the case, the Showcard is far out in front. And 
remember in each case it permits complete freedom of layout, type, and 
color combinations. 

Yes, for putting the “TELL” into signs, showcards and window 
streamers — quickly and economically — you should investigate the 
Showcard Machine today. Write for latest bulletin; we'll send you 
testimonial letters too. 


Before you invest... 
INVESTIGATE 


See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 


1196 





THESE USERS TELL IT 
WITH SHOWCARD 
MACHINES 


Jordan Marsh Company, Boston, Mass. 
Wm. Filene’s Sons Co., Boston, Mass. 
x and Branches 
Strawbridge & Clothier, Philadelphia, Penn. 
N. Snellenburg & Co., Philadelphia, Penn. 
Hochschild, Kohn & Co., Baltimore, Md. 
Sears, Roebuck and Co.—over 500 stores 
J. C. Penney Company, Inc.— 
over 500 stores 
Wolf & Dessaver Co., Fort Wayne, Ind. 
The J. L. Hudson Company, Detroit, Mich. 
Crowley, Milner & Company, Detroit, Mich. 
Hughes & Hatcher, Detroit and Pittsburgh 
Scruggs Vandervoort Barney, St. Louis, Mo. 
Boyd, Richardson Co., St. Louis, Mo. 
8. Lowenstein & Bros., Inc., Memphis, Tenn. 
Kline’s, Inc., St. Lovis, Detroit and 
Cincinnati 
The May Company, Denver, Baltimore 
and Los Angeles 
Sam Shainberg Dry Goods Co., 
Memphis, Tenn. 
M. Lichtenstein & Sons, 
Corpus Christi, Texas 
Sattler’s, Buffalo, New York 
Bond Stores, Inc., San Francisco, 
Los Angeles and Detroit 
Broadway Department Stores, Inc., 
Los Angeles, Calif. 
Bullock's, Los Angeles, Calif. 
Pauson & Company, San Francisco, Calif. 
Montgomery Ward—26 stores 
...and hundreds of others 





This is but a partial list of Department 
and Specialty Stores, Food Stores, 
Jewelry Stores, Chain Stores and 
Super-Markets, Schools and Manufac- 
turers who are satisfied owners of 
Showcard Machines. 














Showcard Machine Model A, one of several models 
which answer all requirements. Each one is backed 
by an unqualified guarantee. 


MERCHANDISE MART 


CHICAGO 54, ILLINOIS 
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filled, since our 37 windows can’t cover all 
the requisitions,” Merrill says. “When a 
store-wide promotion is planned Mr. Seitz and 
the other merchandise managers and I line 
up the whole program at least four weeks 
in advance.” 

When window requisitions are made, sign 
requisitions are sent simultaneously to the 
sign shop. At least two weeks advance 
time is allowed on major signs. 

Small props are made in the display 
shop. A local firm turns out the bigger 
part of props which run into size. A 
painter assigned to the display department 
does all painting and repainting and wall- 
papering, not only for display, but for the 
whole store. “I think such maintenance 
for the whole store logically belongs under 
us,” Merrill says. 


Mannequins are a good medium of selling, 


How The Display Department 


ITH 37 windows to change at least 

\X/ every 14 days—some times in 10 days 

and a staff of 16 persons plus 
another four in the sign shop, Charles A. 
Merrill, display director of S. Kann Sons 
Company, Washington, finds it desirable to 
hold regular Monday morning meetings 
which tie together the varied activities of 
his department. At these meetings coming 
promotions are discussed, current problems 
are gone over in detail, and the department 
is off to a good start for the week. 

This is how the display staff is set up at 
Kann’s 

Under Mr. Merrill is one man in charge 
of all windows, and a further division is 
made for the ten men’s windows with one 
specialist for them. In all, seven persons 
are assigned directly to the windows. 

An accessories specialist — feminine 
works efficiently. She personally picks out 
the right bag, gloves, hat or costume jewelry 
to go with each coat, dress or suit displayed. 
Each principal item is numbered and a 
basket is numbered to correspond. Into 
this numbered basket go all accessories for 
the particular suit or other major merchan- 
dise. This method has eliminated any 
trouble from transposed accessories, and is 
a time-saver in preparing displays. 

Four persons are assigned to interior 
(Less than half the display budget 
goes into the interior, but Merrill believes 
it might well rate a larger emphasis.) The 
policy at Kann’s is to tie up interior display 
with windows as much as possible. 

The cooperation between display depart- 
ment and top management is close at 
Kann's. Merrill reports to George Seitz, 
the general merchandise manager, and the 
window requisitions which come to Seitz 
are discussed with Merrill “We meet 
weekly and discuss which requests will be 


displays 


—There are 37 windows at Kann's, Washing- 
ton popular-price department store. Their 
treatment is usually devoid of frou-frou, with 
the clientele of the store in mind, and card 
copy is handled with similar restraint— 
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—Immaculate displays are insisted on by 
Charlie Merrill, display director, who per- 
sonally inspects each window several times 
a day for accidental disarrangement. Each 
display upon being installed is checked by 
four displaymen, operating in pairs— 


he believes. Between interior and windows, 
about 360 men, women and children’s figures 
are kept in condition for use. The policy 
is to replace a mannequin after approxi- 
mately three years service. Rotation of 
mannequins is from windows to the interior. 
New mannequins are bought yearly, in sets. 
“We usually use from 12 to 18 mannequins 
when we do a theme,” Merrill says. 
“Keeping in mind that Kann’s is a popular 
price store,” he continues, “we are careful 
that our signs do not go over the heads of 
our customers in the copy which is used. 
We watch to see that our young people 
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don’t go too frou-frou with their handling 
of a display. We select white lighting, 
because that shows our merchandise in its 
true qualities. We use no fluorescent dis- 
play lighting, holding to 150-watt spots and 
floods.” 

As a preventive of trouble, each window 
is checked by two persons after it is com- 
pleted, and then is re-checked by a different 
pair. Merrill himself makes the round 
of the block-square store three or four 
times a day. He takes in customer reaction 
to displays and keeps an eye open for details 
such as a light bulb which has burned out, 
or a ticket that has slipped. “We can’t 
eliminate all the hazards to windows, such 
as vibration from passing trucks or dis- 
placement when a salesperson removes a 
scarf at a customer’s request, but we can 
spot such things and correct them,” Merrill 
says. He’s one of these believers in spot- 
less store maintenance and can’t tolerate a 
pin on the window floor or a wisp of dust 
in sight. Consequently, Monday conferences 
point up the selling value of good house- 
keeping. 

The policy at Kann’s is to price every 
major item in a window, but not to price 
the accessories. This policy changes during 
the Christmas season, when every window 
item is priced. “We believe the Christmas 
shopper wants to know prices before she 
goes into the store, and this helps her to 
make her purchase.” 

Christmas display planning is already in 
progress in July, and Easter themes are 
started soon after the winter holidays are 
over although actual merchandise is not 
selected until two weeks in advance of dis- 
play. 

Planning for Christmas combines the Kann 
tradition with the new trends. Outside 
decorative lighting along geometric lines 
has been used for years at the store, com- 
bined with lighted trees on top of the mar- 
quee and at the corner a 14-foot Santa Claus 
of papier mache. 

While the location of Kann’s is far from 

[Continued on page 67] 
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Merchandise Is Integrated With 


ISPLAY played a unique and leading 
D role in the “Italy-in-Macy’s, U. S. A.” 
staged September 10 to 26 on the fifth 

floor of R. H. Macy & Co., New York City. 
Not only did display arrange window and in- 
terior settings for the big exposition—which 
tremendous success taken from any 
standpoint: display, publicity, sales, and 
above all from that of goodwill both here 
and abroad—but display likewise engineered 
the merchandise selection in order that the 
wares in the show might be an integral part 
of the setting. Thereby the effect of the 
show was enhanced as well as the inherent 
beauty of the merchandise itself. Overall, the 
event was a masterpiece of display ingenuity. 
Fundamenfally the affair was co-sponscred 
by Macy’s and the Italian government and 
was an achievement in cooperation among 
Italian artists, craftsmen, manufacturers, and 
Macy’s huge executive staff both here and 
Nevertheless the whole project was 
unification and integration by being 


was a 


abroad. 
given 


designed and directed by display. In the 
working out, the fair was the conception of 
one man: John R. Foley, display director, who 
gave the show direction and a merchandise 
carry-through into display so that it fused 
into one perfectly coordinated and completely 
integrated whole, 

From the rough idea through negotiation, 
planning, and stage setting, “Italy-In-Macy’s” 


—Top left, side panels painted by Fornasetti 
as described in the article. Black lacquer 
column and platforms supported by Corin- 
thian capitals . . . Top right, black lacquer 
side panels hold hand-blown glass sea and 
shell forms lighted from behind by “bug” 
lamps Lower left, special wallpaper 
panel; black background, with the floor cov- 
ered in black wood chips . . . Lower right, 
Italian street scene background, with black 
screens painted as window shutters .. . (All 
photographs by courtesy of Worsinger Window 
Service, New York City)— 


was actually 18 months in preparation. By 
February of this year the project had pro- 
gressed to the point where the actual go- 
ahead was given to Foley. 

At that time, prior to doing any work on 
design for the fair, Foley and Victor Ratner, 
vice-president of Macy’s in charge of pub- 
licity, went to Italy. They set out from Rome 
on a sight-seeing tour of the country for a 
period of ten days, visiting cities and the 
countryside. Their purpose was to get the 
“feel” of the country, of the land and its 
people, of Italian art—the whole atmosphere, 
so that it might be brought into Macy’s fair 
as typically and authentically as possible. 
They wanted to give the visitors to Macy's 
exhibition and sale a visit to Italy by proxy. 

At the end of ten days, Ratner returned to 
the States from Milano, leaving Foley to 
work out details. The latter’s next visit was 
to Genoa and Nice where he attended the 
Battle of the Flowers, then back to Milano for 
six weeks of work with artisans for special 
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Display In “Htaly-In-U.S.A." By CLARA BALDWIN 


display properties, as well as with manufac- 
turers for merchandise. 

His color theme for the show was taken 
from the countryside of Italy: The black 
and white of her cherry trees, which were 
then in full blossom since Foley was driving 
through northern Italy in the spring of the 
year, pale green from the sycamores then in 
young leaf, and warm orange shades from 
the roof tiles of the houses. 

Once the color scheme for the entire show 
was selected, Foley set to translating it in 
terms of design. Some time before, in a 
museum show in Brooklyn, he had noted the 
work of an Italian artist and well known 
designer, Piero Fornasetti. His works in- 
clude decorations in leading modern hotels 
in Italy for their cafe rooms and lobbies, as 
well as a distinctive type of furniture. 
Fornasetti was selected as principal contact. 

Actually at that time Foley was working 
without exact dimensions on the show area 
and therefore he chose panels of silk which 


would be flexible in hanging. These silk 
panels were 10 feet long by 13 feet high, and 
every stroke was hand-painted. The design 
on the panels was “floated” within the area so 
it might be cut to fit into its allotted space. 
Further, there was the problem of meeting 
deadlines, and silks could be shipped quickly 
by air express. , 

Dates for the show had been set for Sep- 
tember 10 to 26 for several reasons. First, 
the space allotted to the fair is Macy’s toy 
section, which had to be cleared of merchan- 


—Upper left, view of “Souvenir Square” look- 
ing down past the home furnishings display 
platform into the yard goods section .. . 
Upper right, fashion display platform with 
7-foot papier mache Venetian figures and 
gondola poles. To the right, one of the 
panels painted in white on black muslin .. . 
Lower left, the gondola was made in Venice 
for the "“Italy-In-U.S.A." event; this is the 
entrance area . . . Lower right, a 70-foot 
home furnishings display platform— 


dise to make way for the elaborate Italian 
affair, then cleared following it, and the toy 
section replaced in time for the big Christ- 
mas season. Also Macy’s felt that by the 
tenth of September most of their customers 
would be back in town from their holiday 
vacations and ready to settle into a busy fall 
season, hence would welcome an event of 
this magnitude. 

Definite sizes were given the designer for 
wood side panels which would go into window 
areas, and for two large wooden screens to 
be used on the exhibition floor. 

Foley turned sketches of his ideas over to 
the artist for working out. For the wood 
panels, Foley wanted to represent the great 
age of Italy’s culture brought up to modern 
times. He had been thrilled by the Giotto 
works in the monastery of St. Francis at 
Assisi and by the murals in the library of the 
cathedral at Sienna, particularly in these lat- 
ter the infinitely decorative quality of the 

[Continued on page 72] 
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Changing Seasons Reflected In 


RAY and were color 
combinations in Angeles autumn 
windows, and wheat used 

tensively for props in both real and artifi 
bform. Black outfits with bright accessories 
appeared in many fashion while 
for children’s promotions all com- 
bined in checks and plaids, with red ever- 
popular and predominant. 

Bill Meissner, display director of Ohr- 
bach’s Wilshire boulevard store, had a series 
of autumn fashion windows in each of which 
mannequins appeared wearing black 
and black hats. Additional hats 
on head forms throughout the windows were 
spotlighted. These were in high colors 
contrasting with the black—a different high 
color in window, such as ruby red, 
trophy gold and salute blue. There were 
four head forms in winged panels on either 
each window; the panels were gray, 
spatterdashed with red and yellow. In the 
center of each window was a free form of 


gold popular 


Los 


was 


windows, 


colors 


tour 


dresses 


each 


side of 


wheat, four more hats 
color appearing in the 
panels, and a large window card reading, 
“A preview of autumn fashions.” Wheat 
decorations were hand-painted on the win- 
dow card. In the background formalized 
gold wheat stood higher than the mannequin 
and this was lighted at night by green 
lights in the rear light well below the floor 
level. 


real 
high 


holding 
of the same 


glass 


windows for the 
“back-to-school” promotion Meissner had 
grammar high and college 
student groups, each in a different window. 
The grammar school manequins were stand- 
ing before little old-fashioned wrought iron 
desks. In the background a_ blackboard 


In a series of three 


school, school 


—Both displays at the top of the page are by 

William Meissner, Ohrbach's . . . Below, two 

displays by Paul C. Smith, J. W. Robinson 
& 


Co.— 





with a knotted pine frame had white script 
saying, “The smartest kids in school wear 
Ohrbach’s thrifty fashions.” The high school 
students (not illustrated here) were placed 
by modern desk-arm chairs and photographs 
of early Los Angeles schools. The college 
window was tied in with a newspaper ad- 
vertisement, the full page of which also ap- 
peared in the window and made use of 
college pennants which re-appeared on the 
backwall of the display. The colors worn 
by the five co-ed mannequins picked up the 
colors in the pennants—Stanford’s red and 
white, California’s blue and gold, and so on. 
A large scroll in the foreground said, 
“Wherever you go . .. Go to Ohrbach’s 
College Shop first. 

Paul C. Smith, display manager of J. W. 
Robinson & Co., used artificial autumn 
leaves and a black cut-out wall embossed 
with gold to display furs. A brown card 
with gold lettering read, “Now is the time 
to choose your Brown Squirrel.” In an- 
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Los Angeles Displays 


other window and also in interior displays 
Smith featured “Scent from Hawaii 
Island Perfumes Pikake, white ginger, 
orchid, carnation.” Tropical leaves, huge 
shells and fresh flower leis pointed up both 
the window and the interior display. The 
whole store was fragrant with the scent 
of the pikake perfume and cheerful with 
Hawaiian music. Sales girls wore fresh 
flower leis. 

Smith presented some 18 copies of a book 
entitled “Favorite Recipes from Famous 
Eating Places” in a window in which yellow 
was the predominatir Two little 
robins perched on telephone poles con- 
versed over small phones with such 
as—"“What recipes? Mr. Robin, you 
simply must have that book!” Within a 
cut-out section in the center of the window 
there was a charming little fat plaster chef 
lighted from the rear. Toy cars and busses 
led to the little chef and artificial yellow 
leaves were on either side. 


color. 


copy 


Hosiery was shown by M. D. Luick, dis- 
play director of the Broadway-Hollywood, 
in a Rosedale hosiery window. Three leg 
forms wearing the hosiery were suspended 
by invisible wire, with artificial roses at the 
The card read, “Long-stemmed Beau- 
ties by Rosedale .. . the nylon stocking with 
the rose on the welt.” Luick used gold and 
gray in his autumn windows and real wheat 
and in interior displays not 
illustrated here. 


toes. 


in windows 


Henry Jampol, display director of Hag- 
garty’s, had real wheat with a redwood bark 
torso in a window at the Beverly Hills 
The bark torso wore a bird's nest 
hat and two stuffed birds. It stood in back 


store, 


—Upper left, by M. D. Luick, The Broadway- 
Hollywood Center, by Henry Jampol, 
Haggarty's Upper right, by Paul C. 
Smith Below, two displays by William 
Lambert, Barker Brothers— 





By SALLY SHERRY 


of a single mannequin wearing a reddish- 
brown clipped velveteen suit. No price card 
or window reader was used. 

William C. Lambert, director of display 
at Barker Brothers, presented Ray See’s 
myrtle wood furniture in a “Barker Day” 
window. The upholstered pieces were in 
olive green fabric with gold thread. D 
peries were olive green also, and the walls 
were a sharp, “acid” green. A Chinese 
screen on the left was gold, and gold leaf 
in the ceramic accessories was high-lighted 7 
by overhead spots. Foliage plants com- ~ 
bined the two shades of green used in the 
display. 

In a 


lamp window Lambert had a card & 
reading, “Marvelous imported lamps 


Magnificent collection on exhibition 

sale exclusively at Barker Brothers.” The 

fine crystal lamps were both lighted and 7 

spotlighted and displayed with an ice blue | 

brocade draped on the backwall and piled on? 
[Continued on page 79] 
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Life magazine is exciting and informa- 

tive and this is a fact that Leon Davis, 
manager of Corrigan’s, Houston, and Alex- 
ander Gatto, display director, not only realized, 
but did something about. They decided to 
harness the power and influence of Life and 
put it to work for their store. 

Corrigan’s is Houston’s largest and one of 
its most prestige-conscious jewelers. Founded 
in 1914 by Vernon Corrigan, the concern grew 
rapidly from humble beginnings to its present 
highly respected position in the community. 
Ideally located in the new City National 
Bank building at the corner of busy Main 
street and McKinney avenue, this store is 
one of the most beautiful of its type in the 
country. The exterior, with its 18 display 
windows, was designed by Alfred C. Finn; the 
interior by Brochstein’s, Inc. 

Responsible for these windows and all Cor- 
rigan display activity is Al Gatto, who is wide- 
ly experienced in both display design and 
production. Gatto spent some years in New 
York City as display consultant for Lambert 


T: both the casual and serious shopper, 


on A 

Brothers, Walter Lampl, Bates Fabrics, and 
for Charles P. Cochrane. While in New 
York he designed and built a wide variety of 
displays for the U. S. Rubber Company, and 
instructed at a display school in operation 
at that time. Before coming to Corrigan’s, 
Gatto was display director at Snyder’s De- 
partment Store in Lexington, Ky., and at 
Snyder and Berman in Lynchburg, Va. At 
Corrigan’s he has the responsibility of all de- 
sign, and the building of all displays. 

With this background he is well aware of 
the necessity of maintaining good taste in his 
windows, while incorporating in them novel 
and sales-stimulating innovations. While a 
displayman by profession, like all displaymen 
he is. a salesman by necessity since display 
must sell. 

On several occasions Gatto employed tear 
sheets from Life in his window and interior 
displays. These individual product tie-ins 
were most successful, and he looked into the 
possibility of expanding this type of activity. 

Initial planning consisted of Gatto’s choos- 
ing the products to be featured in the pro- 
motion from a list of Life advertisers. The 
kick-off date was set and the Retail Sales 
Promotion department of Life in New York 
City was notified of his plans so they could 
prepare the display material requirements, as 
estimated by Gatto. Life in turn notified all 
manufacturers selected for inclusion in the 
promotion, so that they might give added 
cooperation during the selling event. Gatto 
then began his planning of displays for each 
window. It was his responsibility to see that 
this promotion was a success, and to him the 


—Planning the promotion: Left to right, Leon 
Davis, manager of Corrigon's, Al Gatto, dis- 
play manager, and R. D. Raymond, Life re- 
tail representative . . . The center display 
shows how Gatto converted a turntable into 
a revolving pylon carrying pages from Life— 
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—Right, a small side window at Corrigan’s, 

4 feet wide, 2 feet high, and | foot deep. 

.. + Center, a display of masculine jewelry .. . 

Below, the silverware on the riser duplicates 

that in the Life advertisement immediately 
above 


credit rightfully goes for a most effective and 
successful ten-day promotion and for getting 
together a combination hard to beat: 15 of 
the top national manufacturers of fine jewelry 
items, Corrigan’s, and Life. 

The promotion broke as scheduled, with all 
18 windows alive with Life. Six front win- 
dows forming a deeply recessed “U” entrance 
were used exclusively for the display of gems 
and watches. These windows are each 5 feet 
wide, 2 feet high, and 2 feet deep. The 
background draperies at the time were deep 
blue velvet. The “Life with Corrigan’s” 
theme was brought to all these windows. For 
example, in one front window used always 
for the display of fine watches, a recent 
“Watchmakers of Switzerland” advertise- 
ment from Life was added. This reprint was 


By R. D. RAYMOND 


mounted on appropriate blue flexible backing 
and displayed the familiar reminder, “Adver- 
tised in Life.” In addition Gatto added his 
own “Life with Corrigan’s” cards in each 
window. 

Silverware, china, and better jewelry were 
displayed in seven side windows. These vary 
in size, the largest being the center window 
which is 11 feet by 9, and 5 feet deep. In 
this particular window Gatto erected a 4-foot 
rotating cylinder which was constructed in 
his display department. The wide disc base 
of this display piece was covered with “Life 
Red” paper. The cylindrical column was in 
black velvet. Various actual picture pages 
from past and current issues of Life, depict- 
ing well known people and exciting happen- 
ings, were pinned to this rotating column. 
These picture pages were changed constantly 
during the promotion to keep the idea fresh. 
At the top of the rotating column were two 
appropriate banners reading, “From the pages 
of Life.” Two blow-ups of Life covers, 
placed at angles, added background color 
complementing the four groupings of fine 
silver hollowware in the window. Silver- 
ware was displayed in the foreground of this 
window, and adjoining the display was a full 
page advertisement from Life. This window 
alone accounted for a large percentage of the 
added traffic in Corrigan’s during the promo- 
tion and Gatto is still receiving compliments 
on it. 

Two additional side windows are each 11 
feet wide, 2 high, and 2 feet deep. In one of 
these silver flatware, both sterling and silver- 
plate, predominated. In the center of the 
window between two attractive rectangular 
displays showing individual patterns of fine 
silver was placed a recent advertisement from 
Life of the “Daffodil” pattern of 1847 Rogers 
Brothers silverplate. Pieces of the pattern 
corresponding to those shown in the ad were 
placed as they were pictured, just below the 

[Continued on page 70] 
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New York Display Scene 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


ISPLAYS delineating the fashion fore Capitalizing on the Lord & Taylor hy- 

cast dominated New York City win-  draulic elevator windows and the advantage 

lows throughout the past month. of thus creating two window levels, the 
Everywhere there exuberance of mannequins were posed in a setting which 
color and emphasis on the important new’ suggested a lavish hotel interior, held to 
changes in style trends, too—pointing up gray and ivory accented with gold. 
the ever-worthy choice of complementary The banister on the balcony was covered 
accessory details. in gray velvet, with gold threads lacing the 
For a consecutive series, railing to the darker gray carpeted floor. 
was the basis for the four Taylor \ canopy with a deeply carved border was 
windows with each of the high- carried above only the lower level of the 
lighting a specific change in the line of the window and was finished in ivory velvet, centered in the display was of dark brown, 
heavily designed with gold braid. The as was the taffeta to the left—this 
lighting was soft and the feeling of space— accented with a deep red short coat. A wool 
coat—all brown—made the cos- 
The two mannequins near- 
est to the tapestry backdrop were really 
“set” by the brown fashions; the coat was a 


every inch elegant—was pleasantly achieved. 

In an earlier promotion at Lord & Tay- 
however, the colors of the tapestry 
making the background were developed into 
the composition of the fashions. The pla- 
card read, “These tapestry colors . .. even 
more wonderful backgrounded by our beau- 
tiful new second floor.” 

The fashions presented were keyed to the 
dark greens, dark red and browns of the 
tapestry. The heavily textured, lined coat 


lor’s, 


was an 
tones 
fashion 


Lord & 


displays 


news 


costume. dress 
For one of their presentations, the fashion 
message read, “The Sleeve is the news: We 
like the note of elegance, this winged look 
see how our great designers interpret 

.. . Everything from the and 
suits collection.” The card was prominently 


dress and 
—Upper left and right, by Henry Callahan, tunte te: Soe ben, 
Lord & Taylor Lower left, by Winston 


dress, coat 


Henry Callahan, window display 


Jones, Franklin Simon & Co. . . . Lower right, 

by Charles Lenhart, Arnold Constable's . . . 

{All photographs by courtesy of Virgi 
Roehl Studio, New York City) — 


moss green and the silk suit a dark red. 
The ivory tones in the tapestry were well 
brought into accent by the pearls shown on 
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—Above, by Walter Hazeltine, McCreery's. 

. . « Upper right, by Gene Moore, Bonwit 

Teller . . . Center, by Sidney Ring, Saks- 

Fifth Avenue . . . Lower right, by Eric E. 
Daniel, Gertz, Jamaica— 


the guard rail, which was finished in moss 
green felt, this also making the floor cover- 
ing. 

“There’s wonderful madness in the auda- 
cious little shapes of our Sally V’s ... the 
brain child of a famous designer, they make 
perfect fashion sense” read the card copy 
for a series of vibrant windows at Franklin 
Simon’s. 

The small hats were dramatically shown 
by Display Director Winston Jones against 
bittersweet velveteen, this making the entire 
wall framing and the shadow-box, as well 
as the plushy leaf-like pillows. 

The pillows were used separately and as 
a plant-like construction, coiled gold wire 
suggesting the veins of the leaves. The 
hats were in many tones of brown, sand 
and russet, all in velour or felt. 

Woolen street fashions shown within the 
shadow-box complemented the millinery 
colors—a russet boucle, a brown and aqua 
check boucle, a dark gunmetal flannel suit 
and a coat of brown and beige mixture. 

An arresting series of windows designed 
by Display Director Charles Lenhart noted 
the occasion of the 126th annversary of 
Arnold Constable’s. The mannequin in a 
painted spotlight beam was the principal 
note of the composition. 

The walls and floor of the window were 
covered in black seamless paper with the 
shadow painted in black against a large 
yellow-gold circle which furthered the illu- 
sion of the silhouetted fashion being held 
in the spotlight of the entertainment world. 

The window legend was deftly done on a 
large circle of glass, splashed in gold paint 
and lettered in black: “For fashion drama 
see the exciting collections we've gathered 
for our 126th anniversary.” Sprays of lacy 
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gold-leafed fern were combined with this 
circle of glass, this grouping balanced on 
the left by a large rose-gray chiffon hand- 
kerchief on which was arranged blue roses, 
Sortilege essence, white kid gloves and a 
bright dark blue evening bag, hand beaded. 

A delicate pink and blue net with pink 
and silver lace bodice was chosen as the 
featured evening gown and was completed 
with a stole of net and a jacket of mink. 

Around the entire dramatic setting was 
carried a motif of gold braided cord, 
fastened against the black frame with large 
gilt round-headed pins. 

Gay, provocative and utterly delightful 
were the Martex towel windows designed 
by Display Director Walter Hazeltine at 
McCreery’s. The headline said, “to glorify 
the great American bath ... Martex Poodle 
Stripes.” 

Each window was framed in the toweling 
and the colors included blue, pink, yellow 
and green (combined with white) and lux- 
urious ribbon tied towels were laid in the 
forepart of the window. 

Familiar bathroom incidents were know- 
ingly worked out with an amusing touch by 
Mike Miksche, each vignette achieved in 
line drawings and three dimensional cut- 
outs with bits and pieces of toweling in- 
cluded as part of their design. 

In the accompanying illustration, Father 
was shown to the left enjoying a_ very 
leisurely morning shave and was apparently 
well barricaded from the waiting family 
group, which included grandmother down 
to the littlest baby. The three saucy little 
poodle dogs had their eyes sternly riveted 
on the closed door. 

A second display depicted a Victorian 
bathroom with the dowager in the bath tub 
entertaining her contemporary guests at tea 
time. A third showed the Hollywood star 
holding a rose, being manicured, and at the 
same time being draped in yards of towel- 
ing. Telephones were at every strategic 

[Continued on page 78] 
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—The "Trim the Tree Shop” at the left is by 
Walter Hazeltine, McCreery's, New York City. 

. . « Directly below, by Frank Sauter, R. H. 
Macy & Co., New York City . . . Below, 
“Check Your List Shop" by Julius E. Steinberg, 
Wm. Filene's Sons Company, Boston .. . (All 
photographs by courtesy of Reta‘! Reporting 

Bureau, New York City)— 


Hosiery, robes, games, cards and other such 
merchandise made a colorful display in 
cases, on racks, on counters and tables. A 
long wall display over the rear wall cases 
was produced with the same theme as all of 
Filene’s Christmas displays. Two cut-out 
Santas were seen reading a long list of gifts, 
with their helpers checking off the items 
with big pencils. The center of this scroll 
bore the department identification sign. 
Otherwise, the only decoration in the shop 
was a metallic garland draped at the top of 
the display cases. 

The feature attraction at Gertz (Jamaica, 


Christmas Interior Displays 


AST month in this space we started our 
L trek around the Christmas setups 

created by some of the fine stores last 
year. Now that Christmas looms up closer 
and closer we'll want to tie up some of the 
loose ends, the last-minute rush 
jobs, some of the “little” necessities which 
add so much to the Christmas spirit and the 
cash register music. 

Don’t leave all the Christmas tree lights 
and decorations to the neighborhood hard- 
ware and novelty stores. While you've got 
the traffic and customers are in a buying 
spirit you might as well make a big to-do 
about your “Trim-the-Tree” department. 
Since this becomes a sizable operation about 
the beginning of December and grows in 
proportion as Christmas day nears you'll 
have to find a place to put the shop. 

Examine your potential in relation to 
space requirement, and then determine 
which department can be narrowed down in 
space or consolidated with another depart- 
ment. Abraham & Straus (Brooklyn), for 
example, eliminated its Pillow Shop last 


some of 


year, put the pillows into the regular bed- 
ding department, and established an elabo- 
rate shop with a wide assortment of tree 
decorations. 

At McCreery’s (New York City), an im- 
portant traffic spot on the first floor was 
smartly dressed in Christmas ornamenta- 
tion. A candy-striped wood frame was built 
over a stationery counter and plastic snow 
crystals were suspended from the frame in 
great profusion. A sign against the back 
wall, trimmed with a wreath, called atten- 
tion to the shop. To solve the storage prob- 
lem for extra merchandise (since the counter 
itself could hold little more than samples of 
the many items), a section of the floor be- 
hind the counter -was partitioned off with 
white wood screens to accommodate stock. 
McCreery’s displays are the work of Walter 
Hazeltine and his staff. 

At Filene’s in Boston, where interior dis- 
play is under the supervision of Julius E. 
Steinberg, a collection of typical gift items 
representing many departments in the store 
was assembled in a “Check Your List Shop.” 


N. Y.) was “Rudolph, the Rednosed Rein- 
deer.” A very extensive production was 
created around Rudolph, with fairy tale 
forests, wishing trees, and Rudolph himself 
“talking” to the children. At the end of the 
line, as children and their parents emerged 
from Rudolph’s habitat, a “Rudolph Gift 
Shop” was established to capitalize on the 
interest. 

A large selection of Rudolph gift items 
was collected for this colorful shop, such 
as Rudolph belts, records, stuffed toys, 
scarfs and other items. ig red and 
green as the basic color scheme, Gertz’ 
display department (then directed by Walter 
Spiro) painted attractive awnings on the 
wall, with a large picture of Rudolph and 
“doodle” figures on the front of the counter. 
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A phonograph played Rudolph records to 
add to the fun. Counter cards listing price 
and other information were displayed 
prominently with every item to make quick 
sales possible and keep the heavy traffic 
moving without loss of volume. 

In most big stores the toy department at 
Christmas time is a veritable madhouse. 
Much of this madness, of course, is con- 
tributed by the children. The orderly 
functioning of the toy department with the 
least amount of confusion, din and harassment 
is a much-longed for goal of most retailers. 

Bamberger’s (Newark) has devised a fine 
method of keeping things running as 
smoothly as possible. A large perforated 
board was attached to one of the candy- 
striped columns. On half of this board a 
detailed directory of the toy department 
lists every type of toy and the exact loca- 
tion (by number) where it may be found. 
The other half of the ingenious board has 12 


That Got Results 


Sania FVams 16 


wooden frames and a panel reading “Bam's 
12 Most Popular Toys.” Into each of these 
12 frames a card is placed, each giving 
details and prices about one item. The 
cards are easily interchangeable as new 
stock arrives or inventory on an item gives 
out. It's a practical idea, created under the 
direction of Bamberger’s versatile Robert 
McCorkle. 

Another problem which retailers would 
dearly love to solve is that of distributing 
Christmas traffic over a longer period of 
time. That means, of course, every attempt 
to get shopping started early. The display 


—At the upper right is “Rudolph's Gift Shop", 
by Walter Spiro, at that time with Gertz, 
Jamaica, N. Y. Rudolph merchandise was 
featured . . . Center, a clever directory which 
helped eliminate shopper confusion at Bam- 
berger's, Newark; Robert McCorkle is display 
director . . . Right, this clock display urged 
shoppers at Maison Blanche, New Orleans, to 
do their buying early; Emile Alline is in 
charge of display— 
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Retail Reporting Bureau, 


By MICHAEL SCOTT 
New York City 


department can pitch in effectively to get 
this idea into the consciousness of the pub- 
lic. While the people are in your store, 
even now, today, shopping for their regular 
needs, remind them to start their Christmas 
shopping. 

Emile Alline, display director for Maison 
Blanche (New Orleans) devotes a large 
case above the entrance doorway to just 
such a message. There isn’t much depth 
to the case but through careful and clever 
execution it achieves a great deal of per- 
spective. The entire case is framed with a 
red-and-white striped border. Inside, a 
small snowman figure tugs at Santa’s coat- 
tails, calling attention to the clock on the 
wall. Look carefully at that clock. It looks 
like a grandfather clock, doesn’t it? Actu- 
ally it’s an ordinary twentieth century 
electric wall clock, with the “grandfather” 
effect painted around the face. Nothing to 
buy, nothing to rent, nothing to beg or 
borrow from the antique shop. Just an idea, 


[Continued on page 64) 
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EHIND the fascinating panoramas of 
B fashions that appear week after week 

and season after season in the impres- 
sive window front of R. H. White's, Boston, 
is a story of display expertly planned and 
In a brief analysis, it 
Creative ability that 
nourished and de- 


exactingly executed. 
is a story of three C’s 
sees natural aptitudes 
veloped through projects, education and re- 
encouraged through step-by- 
step progress in every display effort; co- 
operation that individual and 
every department concerned fully aware of 
and fully participating in every promotion. 
A fashion promotion actually starts at 
White’s when the ready-to-wear buyers 
huddle with their merchandise manager 
preparatory to a trip to the market. In a 
true spirit of cooperation to assure success, 
the merchandise manager briefs them not 
only on the things they are to buy and the 
they spend but also on 
and and adver- 
place when 


search; care 


sees every 


have to 
of display 
may take 


amount 
aspects 
tising that 
they return with the goods 

The ball really starts 
when the buyers return with their merchan- 
dise, their facts and their figures. James 
Gosling, White’s display director, is called 
in to meet with the merchandise manager. 
He is given a detailed picture of what is 
desired as well as a breakdown of the 
advertising and publicity programs that will 
be timed with the display program 


phases 
promotion 


rolling, though, 


and merchandise 
fashion trends, 


Fortified with buyer 

manager suggestions on 
changing silhouettes, ways of exploitation 
and the like, Mr. Gosling returns to his 
own headquarters to think the thing through. 
Possibly he has to do a little more research 
on the matter, but the are that he 
is about as well acquainted with the fashion 


chances 
picture as the buyers 

Mr. Gosling points out that a display ex- 
ecutive should never run short of ideas. A 
drawer full of clippings shows the thorough 
looking through magazines 
There are many 


job he does of 


and newspapers for ideas 


Good Planning, Goo 


display inspiration, he 
follows the pages of 
He watches 
musical 
items of fashion interest or 
Show titles, book titles, 
times alive 


fertile sources tor 
observes. He 
the French fashion magazines. 
movies or 


closely 
carefully for plays or 
comedies for 
display treatments. 
newspaper headlines are 
with suggestions for the ‘alert display mind. 
valuable in supplying new angles 
approaches are the libraries and 


many 


Equally 
to old 
museums 
Gathering a continual 
however, is of no use unless these are prop 
erly cared for, cautions Mr. Gosling. At 
White's display office there is a steady in 
sistence upon good housekeeping. All essen- 
are maintained in storage where 
instantly available under clear 


harvest of ideas, 


tial items 
they are 
labeling 
Once Mr. Gosling completes the planning 
of a promotion in his mind he starts to put 
it on paper. Then it becomes almost a 
science, for the chance of a mistake in the 
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ultimate result is virtually eliminated. <A 
rough sketch is drawn for window 
setting with every item in its proper place, 
every color and lighting note thoughtfully 
included. True scale is indicated. 

With the completion of the rough sketch, 
Mr. Gosling calls in his studio chief and 
artist, Henry E. Lion. The latter is given 
a complete story of the display plans. His 
first step is to see that a finished color 
sketch of the rough is produced for the 
approval of Mr. Gosling. This is done on a 
15 by 20-inch card and then covered with 
cellophane. The finished window plan is 
solely for the use of the display department. 


each 


—The "Ski and Blade" shop was created 

within the store's display shop . . . Theatrical 

flats are used extensively at White's, as ex- 

plained in the article, and here they serve as 

excellent accent for fashions. Sets so con- 

structed are easily handled for installation 
and disassembling— 
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d Organization 


Equipped with the window plan, Mr. Lion is 


and forceful 
dis- 


enabled to give a very clear 
interpretation to the members of the 
play staff. 

The flexible nature of the display organi- 
zation at White’s makes for a smooth-work- 
ing team. There are no separate interior 
or window groups as such. All members 
are available for duty either in the windows 
or in the interior sections. This is a part 
of a broad overall planning that seeks to 
train thoroughly each member of the depart- 
ment for every type of work, although of 
course special abilities are recognized when 
the occasion calls for it. Once a member 
is assigned to a specific display task, he or 
she sticks to it until it is completed. There 
is never any confusion through the juggling 
of personnel in the middle of a work 
schedule. 

On the average, each window plan at 
White’s is in the works over a three-week 
period. This amount of time is required 
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At White's, 


because White’s works on a very close dis- 
play budget. About 90 per cent of the 
props are manufactured in the store’s own 
studio. Through the careful instruction and 
advice of Mr. Gosling and Mr. Lion the 
staff members make their own papier mache 
props, for example. They also learn to 
create and assemble effects from raw ma- 
terials bought from all over the world. Mr. 
Gosling mentions that sources of such ma- 
terials are suggested in the pages of trade 
magazines such as DISPLAY WORLD. 
Foremost in the window planning of 


—Upper left, fish net, marine life and similar 
props were used for the beach wear display. 
. . » Top right, the forced perspective treat- 
ment proved well adapted to this window of 
millinery . . . Lower right, another use of the 
theatrical flat . . . Immediate right, at work 
on the flats in the display shop. Three sets 
are on hand at all times, one ready for in- 
stallation and the other two in work— 








Boston 


White's is the use of theatrical flats for 
backgrounds. These are a long step in the 
direction of economy. They save labor, 
time and money without any sacrifice of 
beauty. The flats are made up of sections 
9 feet high and 4 feet wide. The display 
staff forms the wood frame supports. Mus- 
lin for the covering is bought by the yard. 

There are many advantages to the use of 
flats. The same covering can be redecorated 
about six times. After that the covering is 
ripped off the frame and a new one put on. 
Doorways at the back of the windows per- 
mit easy entrance and exit with the flats. 
The latter are less than 25 pounds in weight 
and therefore easy for anybody on the 
staff to handle. Through the use of the 
theatrical flats, ten windows can be changed 
in four hours. This means a lot when one 
considers that White's does better than a 
thousand window changes in a year. 

Three sets of flats are on hand in the 


[Continued on page 68] 
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by PY sae ehring 


Display Designer and Consultant 
New York 


Arrangement: This display is made up of two 
definite units in pleasing arrangement. Merchan- 
dise is limited. 


Properties: Here we have a circular arrangement 
of opera programs of the season, and glass fibre 
star lights which give a glittering and thrilling 
magic to a holiday display. Titles of the operas 
are lettered on the programs. On the right is a 
mannequin in evening attire and at her side are 
shown silk hat, cape and opera stick. Large copy 
card is displayed in center foreground. ! 





Arrangement: This women's shoe display consists 
of several elements combined to form a single 
unit. A limited number of shoes is selected for 
this showing. 


Properties: Crystal drops suspended from the ceil- 
ing lend a festive note to this display. Dress pumps 
are hung in mid-air beneath a colorful net drape. 
Large copy card is centered against the back- 
ground. 


Arrangement: Three units make up this display of 
ladies’ ski-wear. It is colorful and its arrangement 
is most appealing. 


Properties: The two reindeer shown are cut from 
snow blocks and their reins lead to the ceiling. 
Evergreens banked on the floor of the window are 
spotted with bright Christmas baubles and the two 
mannequins are shown in smart ski-suits. The entire 
display is framed like a picture. Ribbon copy 
streamer runs out of the frame toward copy card 
in center foreground. 
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COMING UP 


Arrangement: Several elements combine to form 
a single unit in this men's display of dress hats. 
Arrangement is interesting and appealing. 


Properties: Evening canes are arranged to support 
men's dress hats in blue and black. White evening 
scarfs are draped on some of the units. Blue and 
black stars appear on background. Copy suggests, 
"Go formal in blue or black." 








Arrangement: Two definite units are noted in this 
Christmas promotion of men's Argyle socks. 


Properties: The evergreens shown in this window 
are in combinations of pastel shades, giving an 
unusual and striking effect. The tree in the back- 
ground is smaller in size, making the composition 
more interesting. Men's Argyle socks are displayed 
on the branches. Large copy card is shown in 
lower foreground. 


Arrangement: This men's overcoat display consists 
of two units closely tied together. Arrangement is 
simple but effective. Merchandise is limited for 
dramatic effect. 


Properties: In this display bare branches protrude 
from a snow bank. An overcoat is shown hanging 
from one of the branches and it is left open to 
reveal the warm lining inside —so warm in fact 
that the first spring flower bursts forth in bloom 
within its shelter. 
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ANY long established stores on State 
M street catering to men exclusively 

have branched out into the women’s 
ready-to-wear field with remarkable success. 
3ond Clothing Stores, for example, are known 
as men’s stores but for the past several years 
women’s apparel has been gradually gaining 
a prominent place in their merchandising 
program. 

Bond's large tower window which hereto- 
fore has been reserved for men’s wear has 
now been reassigned to women’s wear. This 
double, corner window together with the 
smaller ones on Jackson boulevard gives the 
store a continuous facade for displaying femi- 
nine fashions. Management feels that women’s 
interest can be held through a sequence of 
displays, whereas men are less inclined to 
window shop. The switch has proved very 
satisfactory. 


Imports 


In an effort to reach the fashion-minded 
women of Chicago and to gain prestige as a 
purveyor of quality merchandise, Bond’s State 
street store recently opened a Paris Shop, 
featuring designs of famous French couturiers. 
The new shop was publicized as “Designs by 
a veritable ‘Who's who’ of French couturiers. 
The famous names of Paris ... right here .. . 
right now ... at Bond’s. Glorious adapta- 
tions . . . all priced with Bond’s thrift.” A 
round-trip flight to Paris was given as a door 
prize during the opening days. 

A French atmosphere for the interior of 
3ond’s new shop was achieved by W. G. 
Meyers, display director for the stores in the 
Ch area, by covering a free-standing 
partition with wallpaper of well known 
French landmarks on a ground of French 
newsprint, and an enlarged photograph of a 
Paris street scene. The exterior represented 
an exclusive salon. Posters from Air France 
were profusely displayed to catch the eye of 
the shopper who is influenced by a foreign 
label and to implant the idea that the col- 
lections were fresh arrivals from top 
designers. 

A display by Reed Schlademan_ received 
heavy response in The Fair’s annual sale of 
men’s white shirts. Eight dozen shirts were 
shown, some mounted on medium blue panels 
in clock formation. Circles were cut in the 
panels for a shadow-box display where 
arrows pointed out the design features of 
modeled shirts. A window of subdued coloring 
needs bright accents and these were supplied 
by brilliantly colored ties but, so as not to 
detract from the promoted item, all ties were 
of the same design. The display carried the 
message that The Fair had loads of white 
shirts to sell and by its fullness transmitted 
the thought that the customer should buy a 
supply. 

Direct imports and Sears’ exclusive copies 
of accessories occupied a window designed by 
Sears’ national display department and 


—Top, by W. G. Meyers, Bond's . . . Center, 

by Reed Schlademan, The Fair . . . Left, by 

the national display department of Sears, 
Roebuck & Co.— 
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Enliven State Street 


installed at the State street store. Using the 
idea that a_ sea-going implies the 
thought of merchandise having been collected 
from far-off places, a ship was fashioned by 
simply stretching a straight piece of battleship 
gray, seamless paper across a sky-blue wall. 
The end of the paper was allowed to cascade 
to give a third dimension. Accessories were 
arranged in three portholes and on the wood 
wharf and pilings together with flags of Italy, 
England, and France. 

An inkling of how a fashion show is con- 
ducted was gained from the bank of State 
street windows at Carson Pirie Scott & Co. 
to acquaint the public with the outstanding 
work Chicago manufacturers are doing to 
make the city a leader in the fashion world. 
The showing of suits and coats designed and 
made in Chicago was titled “Hats off to 
Chicago fashions,” this theme being carried 
by doffed men’s and women’s hats suspended 
by wires as a center display (fourth illustra- 


vessel 


seemingly 
models as 
Clement 


tion). A fashion commentator 
tlescribed two Chicago-designed 
they were paraded on a white ramp. 
Bradley is director of display. 

Four windows of accessories at The Fair 
for suits, evening, sports, and daytime wear 
were laid out with props familiar to architects. 
Against a mauve background, blueprints of a 
floor plan and the frame work of a house with 
a red brick chimney suggested the planning 
stages of construction work. A decorative 
wood prop, represented as an architect's 
initial drawing of a tree, gave height to the 
compositions while plateaus on red_ bricks 
served as merchandisers. Conforming with 
the thought implied, natural wood shavings 
were employed for floor ornamentation. The 


—Upper and lower left, by Clement Bradley, 
Carson Pirie Scott & Co. . . . Upper right, 
by Reed Schlademan . . . Lower center and 
right, by John Moss, Marshall Field & Co.— 


By SHIRLEY WARE 


series was produced by Reed Schlademan. 

High-fashion rainwear was promoted in a 
sequence of three Madison street windows at 
Carson Pirie Scott & Co. These windows 
have permanent backgrounds which can be 
varied by sliding screens. For the rainwear 
series two mannequins had exited through a 
louvred door into the rain, subtly suggested by 
a large black umbrella from which hung big 
crystal raindrops. Plastic puddles on the 
floor designated the imports as suitable for 
wet weather and the legend called attention to 
the fact that Lawrence of London had added 
an overcoating to make the wraps a 
convenient raincoat. 

Delman Shoe Company has closed its 
exclusive salon on Michigan avenue and shoes 
designed by Delman are now distributed in 
Chicago by Marshall Field & Co. In 
announcing the change John Moss, director 
of design at Field’s, handled a window display 

[Continued on page 84] 
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Life Of 


(Jean St. Martin is one of the foremost 
display designers of Paris. In addition to 
doing many of the big official jobs—fetes, 
balls, state expositions and the like—he does 
many props and settings for big stores and 
the finer specialty shops. The following 
article first appeared under the title “The 
Artist’s Life” in Fleur Bleue, Paris . . . Ed.) 


HE public has always pictured the dis- 
"Tee designer's life in a flattering light, 

admired it and at the same time been 
envious of it. 

The mystery of creative work (painting, 
sculpture, decoration, literature) as well as 
that of its interpretation (theatre, cinema) 
is perplexing to the very people who benefit 
from it. 

Stimulated by the work of the artist, their 
imagination induces them to feel close to him. 
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—Kermesse aux Etoiles was a big event in 

Paris recently, staged in the Tuileries gar- 

dens on a platform built on scaffolding over 

the lake. Jean St. Martin is in the middle 

of the group pictured during the work... 

Right, Eliane Bonabel, St. Martin's designer- 
assistant— 


Their confused, and perhaps unconscious, re- 
action is very often: 

“How simple! You just had to think of 
it. If I only took the trouble, if I but had 
the time, surely I could do as much 
some day.” 

The praises of the majority of the public 
generally conceal some restrictions regarding 
those artists who puzzle them, stir them up, 
or are a source of delight to them. 

“The lucky dogs! They take it easy while 
we are hard at work.” 

Poetry, glistening materials, 


colors, fine 
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A Display Designer 


By JEAN ST. MARTIN 
j Paris 

rich tissues, rare knick-knacks, glorious lights 
how lucky they are, those artists, con- 
stantly living in such an enchanting universe. 
For all that, the life of an artist, let’s say 
of a designer and decorator (to take my own 
case) whose work it is to create and to realize 

his creation, is full of anxiety and risks. 
The day he receives (or perhaps proposes 
to himself) an order to find a “new idea” 
means to him the beginning of the travail of 

creation. 

Twenty, fifty, one 

bubble in his brain. 
Experience, common sense, sense of criti- 
cism—above all, taste—lead him, by dint of 
successive trial and error, to the hundred-and- 
first solution, the result of the hundred others. 
This “miraculous” solution, which will fit 
his instructions and which will be materially 
realizable within a prescribed budget has re- 


hundred likely plans 


quired weeks of thought, discussion, sketches 
and searches among dealers and craftsmen, 
to ensure prices and delivery, weigh the possi- 
bilities of execution, work out costs, organize 
transportation, anticipate formalities, and 
so on. 

Finally the plans are brought to comple- 
tion and the models are drafted and carried 
out on a miniature scale. 

Now one must face those who have a right 
to criticize, modify or make suggestions, since 
they have placed the order. 

Miscellaneous desires have to be satisfied. 
Most of them while interesting in themselves 
are practically impossible to reconcile with 
the project without endangering the unity of 
the scheme—its significance, its character. 

Ingenuity, diplomacy and invention will 
finally conquer that menace. 

Every one has come to an agreement. 

Now the plans must be carried out. But 
time has passed. Schedules of delivery, care- 
fully thought out at the beginning of nego- 
tiations, have been gradually nibbled away in 
the course of the exchange of opinions, 
shiftings, unforeseen circumstances. 

It is now time for studio work. 

A gang is formed and sets to work. 

Designers, letter designers, staffers, seam- 
stresses, carpenters, locksmiths and many 
from other crafts join their efforts. 

Eighteen hours work a day, or more, meal 
hours contrary to all rules of normal living. 
The hive is going crazy. 

To be sure, there is singing and laughing, 
but also hair-tearing and friendly abuse when 
something goes wrong. 

At last the different parts are finished, the 
plans for assembling them are completed, the 
endless formalities have been gone through. 

[Continued on page 74] 


—St. Martin at work on the famous Theatre 
de la Mode which was seen in many coun- 
tries— 
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ILLUMINATED 'PLASTIC UNITS, LAWN DISPLAYS, 
FESTOONING, STREAMERS, AND OTHER DECORATIONS 
FOR STREETS, BUILDINGS, STORES, HOMES, TREES, ETC. 











Double Face Illuminated Plastic Units 





A—GP35-23—36” Santa Face $27.75 ea. 
B—GP24-24—24” Red Triple Bell 20.00 ** 
C—GP30-24—30" Old English Lantern 
D—GP39-14—39” Holly Wreath with Santa-Bell 
Candle-Deer, or Merry Christmas- 
Seasons Greetings centers 
GP22-12—22” Holly Wreath 
E—GP36-24—36” Star of Bethlehem 
“ : ag GP60-40—54” Star of Bethlehem 
sats tit er GID F—GP40-60--60” Santa 
Send tor these special bulletins on other dee- G—GP36-36—36” Red Bell 
erations. 
. 525—Paul Bunyan Holiday Trims . 
; Set Nerthere Vebouiing. se. Community Christmas Tree Ensemble 
. 539—Southern Festooning, ete. (NOT SHOWN) 
- 540 Iluminated Decorations GP20-35—Ensemble consisting of 12—12” Balls, 
. $41—Wonder-Art Magicast Santa 368” Balls, 1-36” Star of Bethle- 
- 542—Outdoor Bethlehem, Santa, hem, 3-35” Santa Faces, 3 spot lights, 
Caroleer Scenes 49 sockets, 300 ft. wire and 300 lac- 
. 543--Outdoor Giant Size Scene 
. 544—"Display World’ Ad (June °51) 
Vo. 545--Spirolum Whirler Streamers 
: 546-—Plastie Units In Colors Floodlighted Lawn Scenes 


- 548—Featuring Outdoor Scenic Displays 


quered flitters, complete ready to set up 287.50 


—Santa and Deer, (illustrated at bottom right) Caroleers, 
and Bethlehem displays in medium size, ideal for homes 
Santa and Deer, Nativity, Caroleers. and Coach and Horses, 
in giant size for large lawns, public buildings, ete. Com 
plete with lighting units. Write for bulletins giving com- 
plete description and prices. 


Pealing Red Bells 


Interior illumination with flasher gives ringing 

effect. 5 ft. high, 10 ft. wide. 

GP3-38D—Double face $157.50 ea. 
GP3-38S—Single face 147.50 * 


Send fer catalog number 51 illustrated in color and describing 
our full line. 


ARRAN PUNSTS CHRRORATION 


MARION, INDIANA 
1400 N.WASHINGTON ST. PHONE 4870 


WEST COAST OFFICE ... LONG BEACH 6G, CALIFORNIA 
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_.. For The Smaller Store 


C) ins of the most effective methods of 
installing the necessary Christmas at- 
mosphere in a store is to build a few 
over-counter booths. Sketch “A” shows one 
installed over a bank of counters. 

The detail illustrates an easy method of 
construction using lengths of 1 by 2-inch 
lumber with the uprights nailed to squares 
of scrap pine board as shown. 

The finished frame can be quickly covered 
with display paper in a Christmas design, and 
a sign in the inside of a holly wreath can be 
used to identify the type of gifts displayed on 
each bank of counters — “Gifts for Him,” 
“Gifts for Her,” etc. 

This grouping together of gift items will 
result in extra sales and will be much appre- 
ciated by your customers during the Christ- 
mas rush. 

Note how the sketch also suggests a two- 
step riser for the end facing a cross aisle and 
two additional step-up risers in the middle. 
These will enable you to install, and step-up, 
a very attractive display of various gift items 

(B) Giant size Christmas candles can be 
made easily out of lengths of cardboard tubes 
which are used as linoleum rug cores, or 
which can be obtained from your local display 
dealer. Paint the tubes red and nail in a 
slotted piece of board at the top to hold the 
cardboard cutout of yellow flame. Drive in a 
number of pins or small nails as shown, and 
smear on some wet plaster of Paris to simu- 
late melting wax; the pins or nails will hold 
this in position when dry. 

The wreath can be cut out of wallboard 
and the holly leaves out of thin green foil 
card; make a pattern of the required size 
holly leaf out of a piece of card, trace on the 
foil paper, and cut out with shears. 

Use quick-drying cement to attach the 
leaves to the ring and drive in a number of 
pins to hold in position until dry. 

A suitably lettered sign can then be at- 
tached to the back of the finished wreath as 
shown. A number of these units could be 
made up and used in Christmas windows or on 
the interior ledges. 

(C) This modern design tree unit can be cut 
out of %-inch or 54-inch plywood by insert- 
ing a saw blade in Your indispensable “Cut- 
awl” machine. Hang multi-colored tree balls 
in the holes and paint the tree green. 

For a very effective and attractive finish, 
paste green foil paper on the plywood before 
cutting out the shape and holes. A piece of 
pine board for the shelf and base will com- 
plete the unit. Here again a number can 
be made up for use in both windows and store 
interior. 

(D) A lighted lamp is always a good Christ- 
mas prop, and this one can be built out of a 
suitable length of 2 by 2 or 2 by 3-inch lum- 
ber, with the upper lamp section cut out of a 
scrap piece of plywood. Cement colored pieces 
of cellophane to the back and hook up an ordi- 
nary light socket on the little shelf in back of 
the lamp as shown, If desired, insert a 
button flasher in the socket before screwing 
in the bulb so that the light will flash on and 


off. 


(E) This snow-white Christmas tree can be 
used as a center piece in many window set- 
tings. Cut the leaves out of heavy white paper. 
Note how short lengths of wire should be 
cemented on the back of each leaf as stiffeners. 
Use a length of 2 by 2-inch lumber for the 
upright and tack on the leaves as shown. 
Attach the upright to a pine board base with 
a metal angle iron and the finished result will 
be most pleasing to you and your customers. 
Make the tree about!6 feet in height and if 
you use white paper for the leaves place it 
against a background of royal blue paper. 

Most large stores completed their Christ- 
mas display plans some time ago, but this ar- 
ticle is geared each month to the needs of 
the smaller stores; the suggestions here should 
be most timely for them. Should any reader 
desire further information relative to con- 
struction or the source of any of the materials 
mentioned, just write to DISPLAY WORLD. 


"Mighty Midget" Flashers 
Are Offered For Display 

Desco Products, 6334 Sepulveda boule- 
vard, Van Nuys, Calif., is now marketing 
“Mighty Midget” edge-lighted display 
flasher units. The small device has a satin 
finish chrome aluminum base which holds 
clear plastic on which the slogan or sales 
message is shown in engraved letters. Units 
come complete with electric flasher cycle, 
edge lighting in color, plus three different 
color changes. Overall dimensions are 2% 
inches wide by 5% inches long by 6 inches 
high. Several types of display panels can 
be furnished, together with numerous stock 
titles 


Bemiss And Jason 
Buy Box Firm 

Joint purchase of Raisin Thiebaut, Inc., 
one of the West's oldest makers of set-up 
paper boxes, has been made by two execu- 
tives of Bemiss-Jason Company, San Fran- 
cisco, maker of nationally distributed cor- 
rugated display papers. Buyers are R. P. 
Bemiss and W. E. Jason, president and 
vice-president, respectively. 


COMING UP! 


Sweetest Day 
United Nations Day Oct. 24 
National Apple Week Oct. 25-Nov. 3 
National Radio and Television 

Week Oct. 28-Nov. 
National Pharmacy Week Oct. 28-Nov. 
Girl Scout Week Oct. 28-Nov. 
Hallowe’en Oct. 31 
American Art Week Nov. 1-7 
National Flower Week Nov. 4-11 
American Education Week Nov. 11-17 
Armistice Day Nov. 11 
Christmas Seal Sale 

Campaign 


Oct. 20 


Nov. 19-Dec. 25 
Thanksgiving Day Nov. 22 
Golden Rule Week Dec. 2 
United Nations Human Rights Day Dec. 10 
Bill of Rights Day Dec. 15 
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DISPLAY TURNTABLE 


3 DIFFERENT MODELS 


25 Ibs.-75 Ibs.-250 Ibs. 


CONVERTIBLE 
TIER 
STRUCTURES 


From 8" to 
23" in 
Diameter 
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PRODUCTS CORP. 


S08 BROOME ST NY. 12 








Here is positive proof 


DISPLAY WORLD 


through experimentation 


that good display technique can increase sales. 


HERE is no magic in display that will 
4 i the absence of adequate mer- 
chandising at the retail level. 

Display is merchandise presentation which, 
in itself, is not complicated. Its techniques 
involve common sense. The sole purpose of 
it is to produce sales in proportion to its 
costs—attract attent!on, create interest, and 
motivate the customer to buy. In other 
words, its purpose is to make merchandise 

1. Visible 

Accessible 

3. Easy-to-buy. 

In many stores today interior display is 
eclipsing window display in importance. Con- 
sequently, the need for practical self-service 
units supplied by manufacturers to retail out- 
lets, which will enable them to boost unit 
sales, is most essential. 

In considering merchandise presentation it 
is important to bear in mind that the cus- 


Simple Display Ch 


By W. J. CADDELLE 


Allied Purchasing Corporation, New York City 


tomer’s reaction is about 87 percent visual. 
In many instances the customer prefers to 
be left alone rather than have a salesperson 
hovering around. This is particularly true 
in the department store field, where it is im- 
have a_ salesperson for each 
customer. Therefore, the careful selection 
and use of the self-service techniques in 
merchandising is most important. In one of 


possible to 


the largest chains in the United States impulse 
sales have proved to be one of its most 
important factors in the sales picture. 
Merchandise presentation is actually becom- 
ing an exact science, using proved methods, 
definitions and statistics. But the intensive 
research and statistical approach must com- 
bine with all other factors to bring about 
customer satisfaction and customer ease of 


BONNETS FOR BABY 
all sweetened with 
adorable frills and full 
rich ruffles: 
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—Photograph No. | at the left shows the 
tables during the first period. Photograph 
No. 2, above, shows them after the simple 

that boosted sales 43 per cent... 
ota No. 3, below, shows the baby 
bonnet display referred to in the article— 





Hike Sales 


selection in purchasing. In designing a 
product for point-of-purchase units, a very 
careful analysis should be made of the type 
of store to which this unit is pointed. Certain 
factors are extremely important in this regard. 
They should be designed on the basis of: 

1. Traffic flow 

2. Relationship to other departments. 

In many instances the proper application of 
display techniques, utilizing a maximum 
amount of space, can also assist in a better 
engineering of merchandising methods. Not 
long ago in one of the major stores in the 
New York area — Gertz & Co., Jamaica, 
Long Island—an analysis was made of mass 
presentation on the firm’s second floor. At 
that time an experiment was developed to see 
what actually could be done, in terms of 
increased sales, by using no other method 
than an improved merchandise presentation 
technique. 

Five tables were selected in the lingerie 
department for the test. They were photo- 
graphed as they were originally. An accurate 
check of sales was made for the two two- 
week periods. 

Photograph No. 1 is typical of the appear- 
ance of the tables during the first period. 
Slips, gowns, bedjackets, cotton pajamas, 
cotton and rayon panties occupied ths section. 
The first objection to this method of mer- 
chandise presentation is—it is flat. Secondly, 
it is not organized—not arranged in such a 
a manner as to allow easy self-selection by 
the customer. Certain changes in techniques 
were definitely in order. 

Photograph No. 2 shows the arrangement 
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during the second two-week period. The 
differences : 

1. Elevation 

2. Installation of three-quarter forms 

3. Uniform type of cardholders with top- 
pers containing specific information 

4. Arrangement of merchandise in orderly, 
easily identified fashion. 

These changes were not radical. Elevation 
—a simple matter of elevation to get more out 
of the square footage, which in itself can mean 
the difference between just another department 
or one which is productive from a_ profit 
standpoint—a neater, better organized ar- 
rangement—allowing ease in customer selec- 
tion. 

All of this would be mere theory without 
positive results tabulated during the experi- 
ment: 


BREAKDOWN OF UNIT SALES 


Slips 
Rayon Gowns 


Cotton Gowns 


Shorty Gowns 


Rayon Pajamas 
Cotton Pajamas 


Bed Jackets 


Rayon Panties 4 33 
15 
10 
Cotton Panties a 55 
19 
11 
40 

Totals 500 714 

In aggregate, total units sold were 714 
against 500—a 43 percent sales increase, in 
return for just a simple change in technique. 
Multiply this by the number of departments 
in the store—and we have something well 
worth pondering. The actual sales figures for 
the two periods for the merchandise listed 
above were roughly $1,370 contrasted to 
$1,884—an increase of 37% percent. 

Another example of sales (and profits) 
which can be realized by maximum usage of 
space, through elevation, can be cited from 
an experiment made at Quackenbush in 
Paterson, N. J., a few months ago. Baby 
bonnets had been shown on a flat counter in 
the infants’ department. An accurate sales 
record was kept for a ten-day period, then a 
fixture which elevated the articles and al- 
lowed maximum usage of that space was 
installed on the counter and the results are 
herewith : 

BREAKDOWN OF UNIT SALES 
ist Period 2nd Period 
Pieces Sold Pieces So!d 
Baby Bonnets $1.59 2 11 
1.98 1 6 
2.98 4 7 

Totals 7 24 

[Continued on page 58] 
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No longer a display man’s dream, 
the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 
objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
ingrill. The Seelingrill permits you to trim heavy yet look light 
and airy . . . and all of this NOT IN 10 HOURS PER WINDOW 
BUT IN 1 HOUR! (Proven by actual time study tests.) 


SPECIFICATIONS: Seelingrill is a spot welded grill of %4” 
square steel, laid out in 6” squares. 


Please write for 
further information 
and for prices. 








460 W. 34th St., New York 1, N.Y. 
BRyant 9-5750 
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DISPLAY 


...on and off the record 








—Smiling over his 
recent appointment 
as jobber for the L. 
A. Darling Com- 
pany, Bronson, Mich., 
is Eugene Braun, 
Omaha Mannequin 
Company, Omaho— 


—Milt Larson takes time off occa- 
sionally from his duties as advertis- 
ing ger and desi for Amer- 
ican Fixture & Mfg. Company, St. 
Louis, for fishing trips. Here he is 
seen during a “float down the 
Jack's Fork river to Arkansas. The 
fish are two of the largest small 
mouth bass to be taken out of the 
! river this season— 





—Judges of the sales promotion con- 
test sponsored by the Saturday Eve- 
ning Post, in which display played 
an important part. Left to right, 
Ralf Shockey, president, Ralf Shockey 
& Associates, Inc.; Oliver Presbrey, 
vice-president, Batten, Barton, Dur- 
stine & Osborn; Robert K. Farrand, 
retail merchandising manager, SEP; 
Howard P. Abrahams, manager, Sales 
Promotion Division, NRDGA, and 
Howard Cowee, vice-president, W. L. 
Stensgaard & Associates— 


—Marc Bieler, Bonwit Teller; 
Frederick M. Yost, Wanamaker's, 
and Charles Floyd, Lousol's, all 
of Philadelphia, pose with Charles 
Cunningham and David Schindler, 
first prize winners in the student 
display contest held each year 
by the National Display Institute 
of the same city— 


—As so many stores are doing 
these days, S. Kann Sons Com- 
pany, Washington, recently 
opened a suburban store; it 
is known as Kann's-Virginia, 
and the display department is 
headed by John Ryan, pic- 
tured here— 


—Miniature models of 
houses, kitchens and other 
adjuncts to home life are 
used extensively by the 
display department of Lo- 
clede Gas Company, St. 
Louis, and here Edward H. 
Lamprich, display director, 
checks over one of the 
models before it goes into 
a window— 








. 
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Saturday Evening Post 
Contest Winners Named 


. Zs - 
The Hecht Company, Washington, D. C., j 
has been awarded first prize in the classifica- 
tion of stores doing over $5,000,000 in the EL 


nation-wide sales promotion contest sponsored 
by the Saturday Evening Post, it is announced 
by Robert K. Farrand, retail merchandising ONLY ONE YEAR OLD 
manager of the Post. 

In the same classification second prize was ~ > 
awarded to Gimbel Brothers, Philadelphia, Yet the Most Sensational and 
and third prize to Macy's, of Kansas Citv. Most Desired lighting unit ever 
Savitt, Inc., Hartford, Conn., received first ‘ 
prize in the group of stores doing under $5,- to hit the Display Field! 
000,000. The awards are gold, silver and 
bronze busts of Benjamin Franklin. 

The judges of the contest were: Howard 
P. Abrahams, manager, Sales Promotion Di- 
vision, National Retail Dry Goods Associa- 
tion; Howard Cowee, vice-president, W. L. 
Stensgaard & Associates; Robert K. Farrand 
on behalf of John Veckly, promotion manager, 
Saturday Evening Post; Oliver Presbrey, 
vice-president, Batten, Barton, Durstine & 
Osborn on behalf of Ben Duffy, president of 
BBDO; Ralf Shockey, Ralf Shockey & 
Associates, Inc. 

Purpose of the contest was to encourage and 
reward sales promotion executives and their 
organizations which staged the most complete 
coordinated promotions for any one or any 
group of items advertised in the Post. 

Contestants were judged on the combined 
use and effective coordination of available 
media and sales promotion methods which se- 
cured the best results in actual sales and in- 
creased store prestige. The contest was open 


Noel 
to all stores in the United States and Exclusive Features " 
Canada. nks on and off JUST RELEASED 
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Stores were requested to include in their ® Each light blin 


entries a complete outline of each promotion indepe dently- winkling § pte Din bin 
including copies of newspaper advertisements, wn whe wile hts in 
photographs of ras erage direct asing patt a ane prevenis Write for your 
mail, radio and television scripts, sales person- - 
nel indoctrination, a record of actual results . bulb “purnouts- = copy NOW! 
and any other indications of a successful, co- ace’ nits aila’ vide in va on-flashing- 
ordinated promotion program, An important e nher unite flashin orn 
consideration was the extent and effectiveness combina’ 
with which each promotion was planned in co- 
operation with the national advertisers con 
cerned. 

During The Hecht Company promotion, the 120 VOLT 
store ran 22,800 lines of newspaper advertis- 
ing in the Washington papers. There were BLINKER «LITE 


12 individual windows and 30 departmental 


displays. On television the promotion was STREAMERS 


tied in with the store’s weekly TV Fashion 


i i sage 


SOAR ANE ni 


Parade. 





* No Transformer 
Paper Type Transparency 
Used For Display | ¥%AC or DC 
The Jerico Graphic Company, printers and 
lithographers, in conjunction with the Foote, | yy Each lite blinks on 
Cone & Belding Advertising Agency, recently ss 
created and produced an unusual paper type and off independent- 
transparency display printed in full color ly 
lithography for Watchmakers of Switzerland. 
Printed on a newly developed paper, this 
display combines the vividness of film trans- »* If one bulb burns out 
parencies with the economy of paper printing, | rest remain lit ESAS RS 
surpassing the conventional type by retaining | obber Inquiries Invite 
eye appeal even when the lighting is turned | 


’ i i A f Patents Pending U.S.A. and Canada. 
off. Even in daylight, without benefit of 
electric illumination, this commercially color- 
fast, light-fast and heat-resistant transparency A MANUFACTURING CO., INC. 


serves as an attractive counter or window 1675C THIRD AVENUE, NEW YORK 28, N. Y. 


display. 
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Q)ri “new” store is a dream materialized 
after six years of a long, well planned 
modernization project. 

Kleinhans has always had a reputation for 
being one of the finest exclusively men and 
boys’ stores in the United States. Not satis- 
fied with this, however, the president of our 
company has carried on _ the tradition 
originated by E. L. Kleinhans—“Always Keep 
Improving.” From this policy grew the six- 
year program finally completed in 1951. Our 
remodeling schedule was planned with an eye 
to display purposes, and on this issue I can 
best say that “seeing is believing” and that 
we wish other displaymen would come in soon 
and see for themselves. 

I have watched many shifting scenes in our 
store, dating back to the days of sputtering 
carbon lights. After these came “bascolite,” 
then “celeste” lights, and eventually the 
present soft fluorescent illumination that casts 
a daylight glow as if huge skylights were 
our ceilings. I can remember the excitement 
of the day when the change-over from 
“brascolite” to “celeste” light was made—a 
foreruriner of our present-day fixtures. Our 
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Kleinhans’ Six Year Program 


By CLEMENT KIEFFER, JR. 
The Kleinhans Company, Buffalo 


new fluorescent lighting was installed in 1942, 
a project lowering our ceilings 27 inches to 
accommodate the intricate wiring. No longer 
harsh and artificial, our fixtures lend the 
richness of natural light to the merchandise 
on display. 

Nearly everywhere in our remodeling proj- 
ect the display of merchandise was a major 
consideration. I have witnessed three com- 
plete changes in our batteries of window dis- 


play ; the final lay-out, comprising 26 windows, 
faces three main thoroughfares — Main, 
Clinton, and Washington streets. 

In 1945 we began our modernization with 
the remodeling of the basement store. Each 
year thereafter new additions and revisions 
were made and include new elevators, new 
second floor Sport Shop, modern store front, 
new second floor clothing department, new 
mezzanine and fixtures, new sidewalks, new 


street floor fixtures and, finally, complete air 
conditioning. The project included a side- 
walk excavation job, entirely surrounding 
our building, which provided approximately 
5,000 additional square feet for housing base- 
ment stock rooms. Throughout the store 
walnut and oak woods combine with marble, 
glass, and stainless steel to display our 
merchandise richly and to best advantage. 

Strikingly advanced ideas of display are 
readily seen in our neckwear and _ hosiery 
counters—two large islands, each 40 feet in 
length. Neckwear and hosiery are here 
actually brought to the customer’s finger-tips 
by means of an array four deep in the aisle 
cases and five deep in the rear cases. Hats, 
too, are visible in neat arrangement. This 
aisle, 100 feet long, houses an impressive 
show of hats in double rows of three to a 
shelf. The boys’ department is also a roomy 
one and, together with the junior boys’ mez- 
zanine, provides ample space for a variety 
of displays. 

Another point of pride with us is our re- 
modeled shoe department, which is semi-cir- 
cular on one side to facilitate traffic flow and 
is furnished with large, comfortable chairs 
and deep flcor carpeting. Shoe display is 
served by three shadow-boxes and two long 
slanting shelves, one single and one double. 
The shelves alone allow room for showing 42 
styles of shoes. Here, too, display and cus- 
tomer comfort were primary considerations. 

Half-way up the impressively modern stair- 
way is a “look-out” balcony over the wide- 


—Above, a partial view of the shirt depart- 
ment . . . Left, about three-fourths of the 
main floor is pictured— 
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aisled main floor, and lighted display cases 
are set into the stairway wall. Evytering the 
men’s clothing department on the second 
floor, a sense of spaciousness is immediately 
evident and the adjoining Sport Shop carries 
on the feeling of wide vistas. The paneled 
College Shop, with its authentic Tudor design, 
has a distinctively different atmosphere of its 
own. 

We might point last to our Made-to- 
Measure Shop, and perhaps name it our 
“displays of displays.” Here at full length 
hang many fabrics—each folded neatly on its 
space-saving flexible fixture, each overlapping 
the next around the room, forming from ceil- 
ing to floor an organized cascade of color, 
pattern, and texture. 

The over-all appearance of the store is one 
that impresses immediately. Display is fore- 
most, and convenience for both the customer 
and the placement of merchandise is promi- 
nently featured. Now, at the end of our six- 
year program, we feel that the reality is 
even better than the dream. 


Henry Altheimer Dead; 
Managed Display For Coro 

Henry Altheimer, display director for 
Coro, Inc., New York City, died recently 
He was 47 years old and apparently in ex- 
cellent health until his sudden death. He 
had been in touch with DISPLAY WORLD 
by phone just a day or two before his pass- 
ing, planning for the display contest his firm 
is sponsoring. Several of his articles have 
been published by the magazine during the 
past few years. 

Altheimer was noted for his flair for cos- 
tume jewelry display, and although his work 
by necessity was confined to the cases in 
the Coro salesrooms he became well known 
for his handling of this merchandise. He 
joined the jewelry firm in 1918 as a_ stock 
boy, became a salesman, and turned to dis- 
play ten years ago when a partial deafness 
made selling difficult. He often referred to 
himself as “The Shirt” because of his fond- 
ness for wearing colored shirts; his collection 
numbered several hundred. 


“Dot's Displaybill" 
Makes Its Bow 

A new house organ called “Dot's Display- 
bill” made its appearance a short t:me agi 
on behalf of D. G. Williams, Inc., 498 Seventh 
avenue, New York City. Attractively done 
the first issue shows photographs of several 
well known displaymen, accompanied by their 
character analyses as worked up by a hand- 
writing specialist. Other sections are de- 
voted to scenes from “Dot's Dollhouse”, a 
biography of Mary Brosnan, and a page given 
over to reminiscing. Copies will be sent on 
request. 


Brandman's Painting 
Seen In Quick 


The art page in the September 3 issue of 


Quick magazine is devoted to an abstract 
painting by Hy Brandman, sales manager of 
Swivelier Company, Inc., New York City. 
Ralph Scarlett, design engineer for the firm 
and nationally known non-objective artist, 
conducts a free art class each Saturday for 
Swivelier employes and it was through this 
course that Brandman became interested in 
painting. 





DISPLAY WORLD 





ti i i i i 


i a a 
ee oe ee ee ae ae a eee ee war 





Christmas 
Ornaments 


DE LUXE! 


No, 1006-G 


Different 


shapes and 


lacquered in 
transparent colors. Christ- 


Reds, 


mas 


Chartreuse, Violet, Lilac. 
Their effect is heightened by inter-spacing with unlacquered por- 


Emerald Greens. 
tions, showing the rich gleam of pure silver. 
to insure enduring lustre. 


CHRISTMAS 


DISPLAYS 


Twinkle Lites-Bee Lites-Star Lites 
With And Without Transformers 


Everything For Lighting Displays 


From A Pigtail To A 


Glass Tree Tops 51/2” To 2 Ft. Tall 


OUR PRICES ARE VERY LOW 
Order from your display jobber 
Jobbers Inquiries Invited 


L& K PRODUCTS 


BROADWAY, N. Y. 10, N. Y. 


from anything 
you have ever seen. Im- 
ported from Cuba, hand 
made in 6 extraordinary 


Each ornament from 7” to 8 
diam. Packed 6 to a box and ready to deliver. 


DIFFERENT! 


beautifully 
brilliant 


Magentas. 


Extra heavy coated inside the ornament 
: ” long and 4” to 5” in 


LIGHTING 


100-Lite Wiring Set 
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HERZBERG-ROBBINS, INC. 


457 WEST BROADWAY, NEW YORK 12, N. Y. 


Anything fixed . . . from a broken 
hand to a complete refinishing 
job of the mannequin. Inquire 


today! 
WRITE FOR CIRCULAR 
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"The Display Manual" 
Now Ready 

The display field is one in which books on 
the subject have been rare indeed; the pub- 
lication of a new text should be welcome 
news to everyone. “The Display Manual” is 
the latest book to be released, worked up by 
members of the Visual Merchandising Group 
of the National Retail Dry Goods Association 
and just off the press. Twenty-three persons 
participated in writing the text, 
assigned a subject in which he is particularly 
well versed. The book is well done and the 
displayman who buys it at its price of $7.50 
will get his money’s worth and more. 

And yet the book is oddly unsatisfying, 
even though it is difficult to say exactly in 
what respect it is lacking. Perhaps the word 
“manual” in the title gives the implication of 
a book replete with “how to do it” for the 
various phases of display, whereas many of 
the chapters are along theoretical lines. Or 


each being 


perhaps it is because each section of the book 
by a different author, with a natural loss 
Whatever it is, “The Display 
Manual” doesn't live up to its title. 

The person who buys the book will find no 
suit on a form, 
for example, or any instructions for 
doing the basic tasks of display. In this re- 
spect the book is deficient, and perhaps in 
tentionally so. Almost every chapter seems 


is 


of cohesion 


how to rig a 
similar 


mstruction on 


written for the who has advanced 
relatively and apparently the 
authors take it for granted that the reader is 
well informed on the mechanics of the profes 
Probably “The Display Manager's 
Manual” would have been a more appropriate 
title for the book. 

An exception is the chapter by Bill Wyatt, 
Hahn's, Washington, on shop work, with in- 


person 
far in display 


ston, 


structions for the production of several com- 


DISPLAY WORLD 


monly used items, including papier mache. 
The chief adverse criticism of this chapter 
is that it is far too short;. indeed, this is a 
fault found frequently in the book, as if each 
writer had heen too restricted by space limita- 
tions to present his subject more thoroughly. 

The chapter on “How to stage a fashion 
Lester Gaba, deserves special 
mention, as do those on “Signs and sign shop 
practice,” by Arthur Gray, Lansburgh & Bro- 
ther, Washington, “Display budgeting,” by 
Harold Melnicove, The Hecht Company, 
Washington, and “An efficient working plan 
for a display department,” by Lee Court, Wm. 
Filene’s Sons Company, Boston. 

One of the book is devoted to a 
display directory, listing firms which handle 
animated display, turntables, fabrics, papers, 
and so on; this is a valuable resource guide 
for any display department to have on hand, 
as is the directory of display firms which 
follows it. A listing of display clubs is 
given, but unfortunately most of those shown 
are no longer active. A glossary of display 
terms seems too elementary to be worth ir- 
cluding, anyone whose knowledge of 
display is on the level apparently assumed by 
the authors would be well acquainted with 
the terms defined. 

The book consists of 206 pages, 8% by 11, 


show,” by 


section 


since 


and is especially bound in loose leaf style so 
that supplements can be added in the future. 
It has 217 photographs and five colored floor 
layouts. 

“The Display Manual” is available at $7.50 
from the National Retail Dry Goods Asso- 
ciation, 100 West 3lst street, New York City. 

These are the subjects covered, with their 
authors, in addition to those mentioned above : 

“How visual merchandising has grown,” 
by Howard P. Abrahams, manager, Sales 
Promotion Division and VMG, NRDGA, 
New York City. 

“Dispiay lighting,’ by Louis A. 
Sears, Roebuck & Co., Chicago. 

“Fashion display,” by Henry 
Lord & Taylor, New York City. 

“Relationship of the display department to 
store planning,” by Peter Copeland, A.1.A., 
New York City. 

“Research in visual merchandising,” by 
Howard M. Cowee, vice-president, W. L. 
Stensgaard & Associates, New York City. 


Banks, 


Callahan, 


“The training of beginners in display,” by 
Adrian Delsman, Famous-Barr Company, St. 
Louis. 

“What's to be sold must first be seen,” by 
Irving Eldredge, assistant manager, V MG. 

“Institutional windows,” by John R. Foley, 
R. H. Macy & Co., New York City. 

“The manufacturer's viewpoint on display 
and point of purchase,” by J. Kingsley Gould, 
Point of Purchase Advertising Institute, New 
York City. 

“Color in display,” by Morris 
Jr., A.LA., New York City. 

“Designing window displays,” by Tom Lee, 
Tom Lee, Ltd., New York City. 

“The importance of tying up windows with 
interior displays,” by Robert L. McCorkle, 
Bamberger’s, Newark. 

“Problems of men’s wear display,” by 
Maria Massey, formerly with Men's Wear, 
and now with a New York advertising agency. 

“Store construction, a displayman’s prob- 
lem,” by Joseph T. Sjursen, Frederick & 
Nelson, Seattle. 


Ketchum, 
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“The importance of assortment display,” by 
Frank Sauter, R. H. Macy & Co. 

“How to plan store-wide promotions,” by 
FE. Lawrence Vollmer, Joseph Horne & Co., 
Pittsburgh. 

“Merchandise presentation in the chain store 
operation,” by Findley Williams, Sears, Roe- 
buck & Co., Chicago. 


Flair Plastics Showroom 
Damaged By Explosion 

The explosion and fire which took the lives 
of two arsonists and one policeman September 
12 on West 18th street, New York City, 
partially destroyed the showroom of Flair 
Plastics, Inc., but left the mannequin plant 
intact. Force of the blast, which occurred in 
the building next door, broke every window 
in the Flair plant, blew off door locks, and 
knocked down the mannequins in the show- 
rooms as well as breaking a number of 
moulds. Jerome Leeds, president of the firm, 
says: “Repairs are being made and we are 
very fortunate our figures are made of plas- 
tic, otherwise we would have suffered con- 
siderably greater damage.” 


Catalogue Is Offered 
On Christmas Decorations 

A 12-page catalogue devoted entirely to 
Christmas ornaments, styrofoam decorations, 
colossal candles and the like has been pre- 
pared by L. & K. Products, 1123 Broadway, 
New York City 10, and will be sent to dis- 
play jobbers on request. 

Included in the contents are de luxe Christ- 
mas ornaments made by hand and imported 
from Cuba, electric Christmas tree stands, 
winter scenes in styrofoam, Christmas tree 
toppers, plastic bells, and Santa masks. 


How Display Functions 
Is Article Subject 

Laymen have always found it interesting 
to be taken behind the scenes in display and 


shown how striking windows and _ interiors 
emerge from the seeming confusion of props 
found in most display departments. Residents 
of Cincinnati were granted this back-stage 
visit recently through a feature article in the 
Enquirer in which some of the problems of 
a display manager were outlined. Russell 
Kehrt, Jenny’s, furnished the display photo- 
graphs with which the article was illustrated. 


Sew And Save Week Dates 
Established For 1952 

The National Needlecraft Bureau, Inc., 385 
Fifth avenue, New York City 16, has an- 
nounced that the annual Sew and Save Week 
will be held February 23-March 1 in 1952. 
A display contest is planned for the event, 
with $2,000 in cash prizes to be awarded in 
classifications for large department stores, 
small department stores, independent variety 
stores, and chain Complete details 
will be announced later. 


stores. 


Richard Schara 
With Ohrbach's 

An addition to the display staff of Ohr- 
hach’s, Los Angeles, is Richard Schara. He 
was with the Katz drug chain for several 
years and with Sears, Roebuck & Co. in 
Chicago and on the West coast. 
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for exciting, colorful backgrounds 





ILI ie 


PHOTO MURAL 
FABRIC 


These colorful photo-scenic reproductions 
are being used with outstanding success 
everywhere . . . for seasonal or promotional 
display. The fine rayon crepe may be 
cleaned and stored and used again and 


again. 
$] Per Panel 


Each panel 100" 
high, 42" wide 


14 Different Murals: in addition to the scene illustrated, 
the following are available for immediate delivery: 
Stairway in Grand Opera House (Paris), Rustic Woodland 
Scene, College Campus, Nautical Summer Scene, Wood- 





No. 14 SNOW SCENE WITH ROAD Cool Ice Blue land with Brook, Garden Scene, The Acropolis (Greece), 





4 Panels . . $44 complete Tropical Beach Scene, New York Skyline, Cherry Blossoms 





ORDER DIRECT “oR. FROM YOUR JOBBER in Washington, Snow Scene, Winter Wonderland with 


Brook, Arc de Triomphe (Paris). Send for complete catalog. 








DECORATIVE DISPLAYS 57-57 63rd street, Maspeth, L 1, N. Y. 
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FINE SN 0: KING AR > Frostee Sno Company 


Frostee Sno 
Will Help You Complete Your 


Holiday Windows 


Realistically and Economically 


If you want a display that is simple yet effec- 
tive, economical yet appealing, the material 
is Frostee Sno—the products available are: 


FROSTEE SNO BLOCKS 
FROSTEE FINE SNO 

FROSTEE SNO CHUNKS 
FROSTEE SNO FLAKES 
FROSTEE SNO BALLS & BELLS 


IMPORTANT NEWS TO THE DISPLAY 
TRADE OF EUROPE 
To provide Frostee Display Products for the market of 
Europe promptly and economically, special arrange- 
ments have been made with an old established display 
firm in Oslo, Norway, to manufacture, sell and export 
Frostee Sno. 


European Producer by Special License—“Blikkfang” 
Torget 8, Oslo, Norway. 


Order from 
YOUR DISPLAY JOBBER 


ANTIOCH, ILLINOIS 
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Famous-Barr Christmas 


The 1950 Famous-Barr Christmas campaign was planned with an 
old-fashioned slant because, according to Adrian Delsman, display 
director, “in times of stress such as this people have a yearning for 
homey, nostalgic things. But in order to bring life and sparkle to 
the displays it was felt that a modern flavor should be introduced and 
this was achieved through the use of old-time scenes beautifully 
carved in white ‘Crystafoam’. The white scenes against colored 
backgrounds created a Wedgewood-like effect. 

“The first photograph is typical of the manner in which each of 
the six scenes were used. The background was soft lime-green and 
the pine garland near the glass was natural green, gaily decorated 
with red ribbon and bright ornaments. 

“At the upper right is an all-white corner window as a setting 
for negligees. The old-fashioned furniture, pictures, lamps, and even 
the logs in the fireplace were finished in white diamond dust. The 
pine tree and garland which framed the window were finished in 
heavy white flock. 

The center photograph shows one of a bank of four toy windows, 
gaily trimmed in white and red candy sticks. All these windows 
were based on various phases of candy-making. Santa Claus was 
mechanical and appeared to walk back and forth among the candy 
workmen. 

“At the lower left is seen the store interior, showing the white 
figures carved to fit the round pillars, which were covered in lime- 
green. Tree-like branches at the tops of the pillars were decorated 
with over-size ornaments. In front of the indirect lighting at the base 
of the pillars were banked bright red poinsettias. 

“Lower right, a corner window in which the horse and sleigh 
were finished in diamond dust and the trees and branches in heavy 
white flock.” 





DSH sowe 


For a volume store with limited millinery table space, we designed 
a bevy of these mirrored Lucite multiple hat stands. ae provide 
effective departmental display and encourage self-service. : 

A Big Chain’s executives saw them while shopping competing 
stores, admired their beauty, simplicity and salesmanship, 
and sent us an order. This is a good example of how we use 
our head and our facilities to design fixtures—in plastic, 
metal or wood—that solve storekeepers’ display problems 
and increase their sales. Would you like to talk 
with our representative in your territory? 


) 4 
/ CW ase hue, 498 Seventh Avenue, New York 18 * Dot Williams, president 


MARY BROSNAN MANNEQUINS 








Displays of versatile 


TEKWOOOD 


win preferred positions on counters 





Yes, they’re fine attention-getters — displays made of 


TEKWOOD. 

They’re given choice spots on retail counters everywhere 
...because they open billfolds and pocketbooks. Boost sales 
and profits. 

What can you do with Tekwood? 

Mr. Manufacturer, what can’t you do! 

You can form it ...even around short radii. 
You can score it and partially cut it... which makes it 
self-hinging. 


You can paint it...print it...lithograph it— without one 
bit of preliminary finishing. 

Tekwood is a wood-and-linerboard “sandwich”. Light 
yet strong. Extraordinarily durable. Won’t shatter, splinter 
or split. 

And it is low-cost! 

As far as your color requirements are concerned: we can 
match any color you specify on orders for 50,000 square 
feet or more. 

So, get all the details about Tekwood to help your prod- 
uct counter attack for greater sales and profits. 


UNITED STATES PLYWOOD CORPORATION 


55 West 44th Street, New York 18, N. Y. 
Manufacturers of Tekwood and Weldwood® Plywood 


Tekwood is a patented product—U. S. Pat. No. 1997344 
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New POPAI "Fact Reports" 
Stress Sales From Display 
A new series of “Fact Reports” telling 
about the increased sales volume and _ profits 
produced by window and interior displays 
has been compiled by the Point-of-Purchase 
Advertising Institute, New York City. 

These “Fact Reports” present actual case 
histories of the successful use of product dis- 
plays by leading national advertisers in retail 
outlets. They point out how much various 
types of displays in retail stores add to the 
effectiveness of an over-all advertising pro- 
gram. They tell how displays produce defin- 
itely measurable increases in sales volume and 
profits at the point where so many final de- 
cisions to buy are made. 

Copies of the first two “Fact Reports”, 
issued by POPAI, were mailed this week to 
more than 3,000 national advertisers who are 
large buyers and users of point-of-purchase 
advertising of all types, and to the advertising 
agency executives who work with them on 
advertising problems 

Every survey made by leading research or- 
ganizations in recent years shows that retail 
store displays always increase the effectiveness 
of an over-all advertising program, as meas- 
When 


increased 


ured in increased sales and profits. 
store displays are well planned, 
sales invariably result. 

POPAI's education and research commit- 
tee is headed by William Melish Harris, presi- 
dent of William M. Harris Associates. He 
was formerly sales promotion director of Na- 
tional Biscuit Company and of National Dairy 
Products Corporation. Other members of the 
committee are: William Sawyer, educational 
director of Johnson & Johnson, New Bruns- 
wick, N. J.; Parlin Lillard, sales promotion 
director of General Foods Corporation, New 
York City; Murray Koff, assistant advertis- 
ing manager of Seagram-Distillers Corpora- 
tion; William Farlie, sales promotion man- 
ager of Esso-Standard Oil Corporation, and 
Carl Ruprecht, advertising manager of Un- 
derwood-Elliott-Fisher Corporation. 

A new “Fact Report” will be issued by 
POPAI about once a month in the future; 
any national advertisers who would like to 
have copies may obtain them by writing to 
J. K. Gould, executive director of Point-of- 
Purchase Advertising Institute, 16 East 43rd 
street, New York City. 


Copyright Infringement Suit 
Is Filed By Marcus 


In a decree entered by the U. S. 


District 
Court (Massachusetts), a Boston display 
firm has been enjoined from copying certain 
items of merchandise from the copyrighted 
catalogues of Marcus Window Display 
Service, Inc., of the same city. A suit for 
copyright infringement has been filed in 
court by Marcus against the company. 
Louis Marcus, treasurer, points out: 
“During the past few years several display 
concerns which publish catalogues have been 
photographing sections from our copyrighted 
catalogue and using them in their own. This 
is in direct violation of our copyright pro- 
tection and the Federal copyright laws. Re- 
cently we were forced to take steps to pre- 


vent the occurrence of these violations.” 
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Acrylite Plastics, Inc. 
1545 Inwood Ave. 


FINEST IN DISPLAY FIXTURES 
Blastic — Wood — Metal 


TR 8-7403 


PUIA DUIING 


Victor Haida Displays, Inc. 

149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 
For Windows and Interior Store Display 


David Hamberger, Inc. 
115 West 31st St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Ci 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 
Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


Magnani Mannequins 
236 West 40th St. 


MANNEQUINS 
Ladies’, Misses’ and Children's Models 


PE 6-3593 





Bois Smith Studios 
228 West 39th St. LA 4-4492 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 


DISPLAY FABRICS & ACCESSORIES 
Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 


Original Creations for Better Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 





36 West 27th St. 


L. J. Charrot Co. 
WI 7-1687 


ARTIFICIAL FLOWERS 
Display Units, Novelties and Decorations 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — “It's a Natural” 





Colonial Decorative Display Co., Inc. 


70 West 40th St. WI 7-0230 
ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Thomas Pace Co., Inc. 

506 West Broadway GRamercy 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 
Decorative Display Novelties 
Sell to Jobbers Only 





Decorative Creation & 
Art Flower Co., 
13 West 27th St. 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Bert Greenbaum Werner Leburg 


Result Displays, Inc. 
350 West 3!st St. LO 4-8440 


PLASTIC TRAYS AND HANGERS 
A quality product priced right 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display settings, Novelties, Units 


Nat Siegel, Inc. 

39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 
Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


D. G. Williams, Inc. 
498 Seventh Ave. 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 


LA 4-4069 








Frankel Associates, Inc. 
218 West 47th St. Cl 7-0060 
DISPLAY FABRICS & ACCESSORIES 


127 N. Dearborn St., Chicago; 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles 





Ben Walters, Inc. 
125 West 26th St. AL 5-2308 
DIP IT! DRAPE IT! 
SHAPE IT! CAST IT! 


*Trad k of 
Ean Corts See it demonstrated 


Celastic Corp. 


It's Always MARKET WEEK in New York 





CO OLLQAGICEL 
7, aed, 
C7 Materials of display are wrought from 


every source, from tropical leaves to filigreed 
steel . . . to enhance, to beautify . . . 
to sell. Plan your display buying 
to guarantee delivery in the critical 
days to come . . . when ships and sealing wax 
will vie with gossamer and lace for 
precedence. New York, and only New 
York, can guarantee the safety of your 
display orders. 


THESE NEW YORK DIS- 
PLAY CONCERNS ARE 
READY TO SERVE YOU. 
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Avoid half-lit windows... 
lamp-change troubles! 


DISPLAY MEN KNOW what happens when lamps burn out 
prematurely. Windows are at once inadequately lighted . . . a large 
part of the effectiveness and merchandising value of displays is 
simply rubbed out . . . And then comes the nuisance and time- 
consuming bother of crawling into the window, and of frequently 
disturbing and then re-arranging displays, in order to make lamp 
changes. 

Now you can stop all this bother and waste . . . with Lustra 
Double Duty Spots and Floods. These premium-built lamps give 
the longest service you’ve ever enjoyed . . . reduce lamp replace- 
ment costs . . . cut lamp-changing to a brand new minimum. And 
on top of that, Lustra Double Duty Spotlites are your A-1 choice 
for highlighting . . . Lustra Double Duty Floodlites are unsur- 
passed for lighting larger display areas. 

Made in a complete range of wattages and 
bulb types, Lustra Double Duty Spots and Floods 
will meet your every requirement. For superior 
light and big savings in replacement and main- 
tenance, send for catalog and full information 
to Lustra Corporation, Dept. N-10, 36 Washington 
Street, Brooklyn 1, New York. 


AMERICA’S DATED LAMPS 


Double-Duty Reflector Lamps, Incandescent Lamps, Fluorescent Tubes, Spot- 
lites and Floodlites, Rugged Duty Lamps, Fluorescent Fixtures and Starters. 
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SIMPLE DISPLAY CHANGES 
BOOST SALES 
[Continued from page 47] 

A 242 percent increase in sales and almost 
double the sales figures! This experiment, 
too, could be repeated in department after de- 
partment and similar results could be ob- 
tained. Photograph No. 3 shows the fixure in 
use, complete with sign card attached. 

The results of the above experiments clearly 
demonstrate that point-of-purchase merchan- 
dising is one of the greatest sales-getting 
devices available to the department store. 
We have shown you where effective utilization 
of space gives results, and that proper appli- 
cation of a fixture to show an assortment clas- 
sification of merchandise gives results, or— 
the presence of adequate merchandising at 
retail level puts the magic in display. 


Unusual Animated Display 
Now On Market 

A completely different type of animated 
point-of-sale display unit called “Attracto- 
Sales” is being placed on the market by 
Victor Achison, president of the Uni-Ventions 
Company, 303 Fifth avenue, New York City. 

The device essentially features a new man- 
ner of animating 39-letter messages in such a 
fashion as to not only attract initial attention 
but to retain the reader’s attention during 
the process of spelling out the text. 

During the preliminary testing period cov- 
ering various kinds of sales messages, Achi- 
son reported, the vast majority of viewers 
stopped long enough to re-read the content 
several times. The letters which comprise 
the message are divided into three lines of 13 
units each and are readily changeable in the 
field. It is possible to incorporate lights, ad- 
ditional copy or artwork on the product itself 
in order to build custom-designed display units 
around the basic standard model. 

Set into a whirling motion merely by 
plugging a cord into any A. C. electrical out- 
let, the alphabet letters revolve around like 
small dancing figures until they fall into the 
pre-arranged position to form the complete 
planned phraseology. This novel departure 
from other point-of-sale instruments is being 
offered for the first time in this country by 
the Achison organization, which has exclusive 
rights from the French inventor. 

The extreme versatility of “Attracto-Sales”, 
particularly for national advertisers, is evident 
from the disclosure that it can be adapted to 
not only the use of letters but also dancing 
figures, models of various types, toy soldiers, 
doll-like creatures or any other original idea 
set in motion and suitable for maximum eye- 
appeal. 

“Attracto-Sales” can be made up to any 
desired specification, of any material including 
wood, plastic, metal or cardboard. The main 
base housing, which contains the mechanism, 
measures 7 inches high by 20 inches long 
by 6 inches deep. 


Wallace Gurney Dies; 
Was Display Salesman 

Wallace Gurney, for many years a sales- 
man in the display field, died recently while 
calling on a customer. He was 55 years old 
and lived in Burbank, Calif. 
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Brennan Display Crafts 
ls New Firm 

A display business under the name of Bren- 
nan Display Crafts has been started at 214 
Locust street, Evansville 14, by Richard H. 
Brennan. The owner will be glad to hear 
from manufacturers and suppliers interested 
in representation in that area. “Our future 
program,” states Brennan, “is for a limited 
designing and manufacturing business in dis- 
play backgrounds and pieces, and perhaps 
some jobbing of display materials that can 
be used in conjunction. We are equipped to 
do wood working, construction and assembling 
of our own designed ideas, using foliage and 
other items that are prefabricated.” 


Excellent Response 
To "Miroflector™ 

Miroflector Company, Inc., 1775 Broadway, 
New York City 19, announces an excellent 
response by displaymen to the firm’s reflector 
which converts ordinary lamp bulbs into flood 
or spotlights. Considerable saving in power 
consumption is claimed for the device, as 
well as simplicity of installation since all 
that is necessary is to place a standard house- 
hold bulb inside the “Miroflector” and screw 
it into the socket. Full details will be sent 
on request to the company. 
Advertising Specialty Register 
Is Handy Volume 

Received for review is Voluine 1 of the 
1952 edition of the Advertising Specialty 
Register. This volume represents the most 
complete compilation ever published of ad- 
vertising specialties companies, their products, 
and their trade names 

Volume 2 will consist of a completely re- 
vised list of established advertising specialty 
jobbers, presented both geographically and 
alphabetically. This volume will be distributed 
during the last week of October, and will be 
followed in December by Volume 3; the final 
book will deal with a new survey of trade 
customs in the advertising specialty industry. 
All three books are published as a unit at $10 
by The Advertising Specialty Institute, Inc., 
6053 Pine street, Philadelphia 43. 
Adler-Jones Releases 
Christmas Catalogue 

“Christmas Guide to Better Displays” is 
the title of a new catalogue just released by 
the Adler-Jones Company, 521 South Wa- 
bash avenue, Chicago 5. A wide variety of 
display items and materials is included, as well 
as helpful sketches for intriguing window and 
interior displays. Material for after-Christ- 
mas, cruise, Valentine’s Day and _ tropical 
promotions is also shown and _ described. 
Copies will be sent on request to the firm 


Crinoline Apron Petticoats 
Announced By Williams 

For smoothly rounded hips and a full, perky 
skirt on mannequins, D. G. Williams, Inc., 
498 Seventh avenue, New York City 18, has 
brought out crinoline apron petticoats. Called 
“the perfect foundation to use instead of a 
petticoat”, the devices are made of lightweight 
flexible crinoline, two yards wide, finely 
shirred on apron string; they are easily tied 
on any mannequin, dress or skirt form. 
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STOP- 


Don't do any more cutting until 
youve found out about the 


Time, labor, and material are expensive. Using ordinary tools for cutout work 
sends your costs soaring, through a waste of all three of these factors. 

You can cut your production costs substantially — immediately — with the new 
K10 Cutawl. It is designed especially for cutout work in 5 Sart shops and 
sign shops. 


The 


WORLD'S GREATEST 
DISPLAY CUTTING MACHINE! 


@ No holes to bore before cutting 

@ Cuts designs of any size 

@ Work remains stationary 

@ Portable, easy to operate The NEW Model K10 





MAIL THIS COUPON FOR FREE CATALOG AND DISPLAY HELPS R 


Peete eeeseeeeseseseee 


INTERNATIONAL REGISTER CO., 2622 W. Washington Blvd., 
Dept. 101-W, Chicago 12, Illinois 
Please send me WITHOUT OBLIGATION: 


C Display Helps Folder 1] Cutawl Catalog C) Easy-Payment Plan Details 
0 1 do not own a Cutawil. 0) 1 own Cutawl Model... Serial No 
Company............ ... Street... 
My Name... City... 


-- MO tincccs Gle; 
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OUR SECOND EDITION OF 
“pe of 


NAT SIEGEL, Inac. 


A MUST ON YOUR NEXT TRIP. . 
BE SURE TO VISIT US AT OUR 
SHOWROOM AND YOU WILL BE AMAZED. 


Featuring THE LAMINATED PAPER MASHE 
CONSTRUCTION WITH AN EXCLUSIVE 
PLASTIC COATED FINISH WHICH PREVENTS 
CHIPPING, PEELING AND CRACKING. 


OF COURSE THE PRICE 
WILL FIT ANY BUDGET 


_— ond sculptured by 
HUMBERTO 
internationally known artist 


39 West 37th Street 
New York 18, N.Y 


“Where DISPLAY FRIENDS MEET 
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"Blinking" Light Bulbs 
Announced By Radiant 

Radiant Glass Fibers Compary, 11 West 
29th street, New York City, announces a 
new, automatic “blinking” miniature light 
bulb for use in the conventional steady- 
lighting transformer-type miniature light 
sets. With this new type lamp, according 
to J. J. Librizzi, head of the company, it is 
now possible to convert the former sets to 
“blinker” sets simply by replacing the lamps 


| with the new bulbs. 


“This light is one of the most revolu- 


| tionary advances yet made in miniature dis- 


play lighting,” 


states Librizzi, “and the in- 
clusion of a blinking element in the bulb 
itself —that makes the light blink on and 
off about 17 to 20 times per minute —is a 
remarkable achievement in electrical engi- 
neering. It has no ‘flasher cartridges’ to 
conceal, and if one lamp goes bad it is 
simple to replace, rather than sending the 
complete set out for repairs. Unusually 
lohg service may be expected from the 
bulbs, as determined after lengthy tests.” 





TRADE PERSONALITIES No.102 
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The bulbs are to be had in clear or colors, 
6 to 8 volts, for use in regular 110-120 
current, with transformer. 

The firm has also incorporated the self- 
blinking bulb in sets of 20, 40 and 60 
lights, complete with transformer. These 
sets can be used for steady lighting by 
changing the bulbs; thus one transformer 
set can be used to give two different types 
of lighting. 

Radiant likewise 
“Twinkle Lite” set, fitted with “Stay-Lite” 
bulbs in clear, red, cerise, blue green and 
gold. No transformer is required with this 
set. 

Descriptive literature 
will be sent on request. 


announces its 20-light 


covering the above 


St. Louis Display Guild 
Has Meeting 

The October meeting of the St. Louis 
Display Guild was held at the Forest Park 
hotel. A representative of the local Com- 
munity Chest headquarters was the guest 


speaker. 
by Cupifier__. 








In couece was susiness 
MANAGER OF THE UNIVERSITY 
PLAYERS WHILE COMPLETING 
WORK FOR HIS B.S. AND J.D. 
DEGREES. | ae 








° 
o> 
- 


Aster CoLLece HE BECAME 
) DIRECTOR OF A LARGE GOLF 
AND COUNTRY CLUB, WITH 
OUTSTANDING SUCCESS, BUT 
LEFT THIS FIELD TO MANAGE 
JARVIS HOUSE (ANTIQUES & 
INTERIORS ), NEW YORK CITY. 
\ 4 a 
THEN CAME THE OPPORTUNITY 
TO GECOME PRESIDENT oF 
AMERICA'S LARGEST FIRM OF 
MANNEQUIN REFINISHERS --- 
MADISONIA--- AND HIS 
PRESENT POSITION. IN AD- 
DITION TO NEW YORK PLANT, 
AUODES OPERATES BRANCHES 
IN CHICAGO AND DALLAS, AND 
A BACTORY-ON- WHEELS FOR 
SMALLER COMMUNITIES. 


HOBBIES: THE THEATRE (ASO SHARED 
BY HIS ATTAACTIVE WIFE, MIDE) 
AND SAILING --IN wich HE IS 
JOINED BY HIS TWIN SONS, AGED 
WINE, AND WIS ESKIMO SAMOYED. 
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Lets Lalk About Spring! 


We have brushed away the snowflakes and sent Santa Claus back to the 
North Pole because it takes time to prepare the Spring DECORATIVE line 


and that’s what we are doing right i 


A reminder! Last season many who waited too long were unable to purchase 

our outstanding Spring imports. This year, be sure to make a visit to 
24th Street a “must” during Spring Market Week — December 
9th to 13th. 


CORPORATION 


136 WEST 24th STREET, NEW YORK 
WAtkins 4-4405 











Thrasher Heads Display 
For J. P. Allen Company Ps 
James Thrasher, assistant display director Studio 
for J. P. Allen Company, Atlanta, has been 
promoted to head the department following 
the resignation of K. V. P. Burnham after F hi d 
nearly five years with the store. The latter as ione 
has not made known his future plans. The 
new display manager will have Betty Nance for fashion windows 
for assistant; she had been stylist for the 
department. Thrasher has been with Allen's ‘ ae 
for about two years, coming to the store Decor, coiffures and finish that 
from Michael's, Athens, Ga. Burnham was 
formerly with Rich's, Inc., Atlanta, and 
prior to that time was with Georgia Power blend gracefully with the chang- 
Company, of the same city. - 
ee ing moods of fashion. Each figure 


Imitation Foods Offered 5 hme 
. is hand-crafted to individual taste. 
For Display Purposes 
Swiss cheese, fried eggs and chocolate Cis cx testin for pe complete showing of 
candies have been duplicated in plastic- é : es 
rubber with much realism by Parisian Art Studio Fashioned Manikins 
Products, 141 Fulton street, New York 
City 7. The reproductions are unaffected by 


temperature changes and are washable. 
Wagner, Jaynes Win 


Mexico Vacations 

All expense-paid ten-day trips for two to 
Mexico have been awarded to George H. 
Wagner, display director of J. L. Brandeis 
& Co., Omaha, and Jack Jaynes, in charge : 7‘ be % 
of display for T. S. Martin Company, Sioux 810 PENN AVENUE PITTSBURGH. PENNA 


City, for their winning entries in a contest 
sponsored by Catalina, Inc., Los Angeles. MR. ART R> COHEN, exclusive Korrect-Way distribut 


att 


triumphs over the ordinary to 


se ise us a 4 ON 








Similar awards were made to several ad- 
vertising managers. 
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NOW, PUT MORE 


INTO YOUR 
WINDOW DISPLAYS 


——— 


ans pre» 


wrantwe 
window display 


Combine your own origi- 
nality with the best ideas 
conceived by the leading 
display artists of the world. 


INTERNATIONAL 
Window Display 


Edited by WALTER HERDEG, 
Editor of Grapbhis 


For the first time, a big new book that 
brings you all the ideas and techniques 
used by famous window display experts 
from all over the world — master artists 
from France, England, Switzerland, 
America and many other lands. Over 
400 glowing illustrations and a highly 
informative text are jam-packed with 
suggestions and fundamental rules — to 
give you windows that call for attention, 
and displays that sell goods faster. There 
are special sections, each written by an 
authority, on interior display, manne- 
quin design, display units and paper 
sculpture. An essential book for large or 
small store owners, window designers 
and artists. 280 pages, 914 x 117%, 403 
illustrations, 7 in full color. Text and 
captions in English, French and German. 
$12.50 
see it 10 pays FREE 
— ee 
PELLEGRINI & CUDAHY, Dept. D.W.-10 
41 East 50th Street, New York 22 
Please send me International Window Dis- 
play for 10 days’ free examination. At the 
end of 10 days I agree to remit $12.50 plus 
postage or return the book postpaid. (We 
Pay postage on orders accompanied by remit- 
tance. Same return privilege.) 
Name 
Address 
City Zone State 
Firm 
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“Revolvo-Form" Introduced 
For Footwear Display 

A new line of shoe display merchandisers, 
designed to show a full assortment of active 
selling styles, has been introduced to the trade 
by Frankel Plastics, New York City. The 
first of these merchandisers, the giant “Re- 
volvo-Form” merchandiser, has been tested 
by a large chain in several New York units. 

These were the results: (1) It increased 
the number of sales transactions. (2) It in- 
creased the number of shoes purchased by 
the average customer. (3) Salesmen handled 
mdny more customers during busy periods be- 
cause women made their own selections. (4) 
The display had considerable “stop-value”, 
created many extra impulse sales. 

The unit holds 48 to 72 different styles, 
each on a shoe form, and has three to five 
tiers, stands 66 inches high and is 42 inches 
wide at its widest point. Shoe forms are 
attached to the tiers by metal prongs and 
can be lifted off easily by customers who wish 
to look at the shoes. The merchandisers are 
being produced in a variety of designs and 
shapes. 


Displayman's Son 
Dies In Service 

Word has been received of the death of 
Pfc. Richard Wardrip while in training with 
the Air Force in Florida. He was 22 years 
old and the son of W. L. Wardrip, display 
director of Ernst Kern Company, Detroit. 


National Sawdust 
Makes Expansion 

Increasing demands for the firm’s line of 
wood flakes, chips, shells and related display 
items have made it necessary for National 
Sawdust Company, Inc, 65 North Sixth 
street, Brooklyn 11, to double its floor space. 
A special department is operated for the dis- 
play trade. The company has just released 
a complete catalogue of its products and 
copies will be sent on request. 
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—"Opening Night" was the title of the card 

copy in this display by Curt Wright, The 

Fashion, Houston, carried out with rich sim- 
plicity against a fabric background— 





James Vance Named 
By Jacome's 

Jacome’s Department Store, Tucson, opened 
its new building a short time ago and ap- 
pointed James Vance as display director. He 
had headed Architectural Specialties, store 
planning and fixture firm. Vance had pre- 
viously been with Brown-Dunkin, Tulsa, 
Godchaux, New Orleans, and _ Steinfeld’s, 
Tucson. 


Art Products Company 
Adds Don Loudy 

Don Loudy is now associated with the sales 
department of Art Products Company, 1425 
Broadway, Detroit 26. 





This display won an all-expense-paid trip for two to Mexico for Harry W. Weaver, Demery 
& Co., Detroit, as first prize in a national display contest sponsored a short time ago by 
Hickok, Rochester— 
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Pope Leaves Davison's 
For Rich's, Inc. 

Dudley Pope has resigned as display di- 
rector of Davison-Paxon Company, Atlanta, 
and will join Rich’s, Inc., of the same city, 
on November 1 as visual merchandising man- 
ager. He had been with the former store for 
about five years. 

At Rich’s, Pope will replace Frank Pallotta, 
who was promoted to publicity director a 
short time ago. Before moving to Atlanta, 
Pope was with R. H. Macy & Co. New 
York City, and with Bamberger’s, Newark. 


Oftedahls Returning 
From Norway 

John Oftedahl, head of Frostee Sno Com- 
pany, Antioch, IL, and Mrs. Oftedahl will 
return about November 1 from Norway where 
they have been engaged for some weeks in 
setting up a small factory in Oslo for the 
production of “Frostee Sno”. Arrangements 
were made with Blikkfang, an old, established 
display firm in Oslo to manufacture, sell and 
export the product to the display trade of 
Europe. This will make it much more eco- 
nomical and will assure prompt delivery in 
that area. 


Local Symphony Contest 
Won By Del Heizer 

First prize in the department store class in 
a local display contest for the benefit of the 
Cincinnati Symphony Orchestra has been won 
by Del Heizer, Mabley & Carew Company. 
Second prize went to Andrew Matzer, Roll- 
man’s, 

In the division which included specialty 
shops in the downtown area, first place was 
won by Russell Kehrt, Jenny’s, Inc. First 
prize in two other divisions went to Willis 
Music Company and American Airlines. 
Friedman Furniture Company took first prize 
among suburban stores, and Rollman’s won 
a prize for the best interior display. 


Bob Campbell Joins 
Oreck's, Duluth 

Bob Campbell is now with Oreck’s, Duluth, 
as display director. He was formerly in a 
similar position with The Fair Store, Kanka- 
kee, Ill, and prior to that was with The 
Wells and Evansville Dry Goods Company, 
both of Evansville. At Oreck’s he replaces 
Sidney Anderson, who resigned after 17 years 
in order to move to the West. 


Sales Representative 
Named By Lillian Greneker 

The appointment of Lothar Dittmar as a 
sales representative for Lillian Greneker, Inc., 
New York City, has been made known. He 
will handle the Atlantic seaboard territory, 
with the exception of the Manhattan area. 


Kemp Is Appointed 
By Oppenheim Collins 

Display for the suburban stores of Oppen- 
heim Collins, New York City, in future will 
be handled by Charles M. Kemp, formerly 
display manager of the Manhasset store of 
B. Altman & Co. He succeeds Alfred Lang, 
resigned. 
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MBALITE 
Display Spot 


HERE IS AN INCONSPICUOUS ALL ANGLE 
SPOTLIGHT which may be placed at any angle 
without adjusting screws . . . 360° on the 
Horizontal plane, 230° on the Vertical plane... 
the wires cannot be twisted or short circuited 
. . no Universal Joints. 
When used in display windows and cases it 
will not di cti purch ’ atten- 
tion from the it illuminat so 
attractively. Excellent for temporary display 
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WINDOW DISPLAY 


EXHIBITS 
CASES, etc. 





. .. it is coated with a neutral crackle finish 
. . IT MAY BE PAINTED ON THE JOB TO 
LEND WITH THE DISPLAY. Uses PAR-38. 

R-30 or R-40 Lamps. Complete with 6 foot cord, 

plug and tripod. Felted base will not scratch. 

(Without lamps.) Manufactured under U. S. 

Patent 134595. 


See Jobber — Write Us. 
ADDITIONAL REPRESENTATIVES WANTED 





—- 


Alexander Tagg Industries 


DEPT. AB, HATBORO, PA. 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
se 


$3.00 Per Column Inch — CASH WITH ORDER 














WOOD LETTERS 


FOR ALL PURPOSES 


MAKE YOUR OWN 
DIRECTORY AND 


POSTER PANELS 
With our Large Variety of Sizes 
And Letter Styles 


DispLaY CRAFT 3630txs Drive, $.E. 


GRAND RAPIDS 6, MICH. 








@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 
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Thre Compl lk 


QUALITY 


line of 


PLASTIC 
DISPLAY FIXTURES 


Over 500 Stock Units 


LUSTRA-CITE 
INDUSTRIES, INC. 


249 W. 34th St.. New York City | 








| think! 














A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 
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INTERIOR DISPLAYS 
[Continued from page 35] 


a clock from the clock department and a 
little bit of paint. A streamer runs across 
the- baek, shouting “It’s later than you 
Shop now!” 

Let’s ride up to the furniture floor at 
Macy’s (New York). This bulky merchan- 


| dise doesn’t always lend itself very con- 
| veniently to captivating Christmas displays. 


It's spread out all over the floor, and it’s a 


little difficult to gift-wrap a sofa or a 


breakfront for display purposes. But the 


| Christmas atmosphere must be introduced 


nonetheless. Frank Sauter, Macy’s interior 
display director, found a simple, very ef- 


—Upper left, by Frederick Yost, Wanamaker's, 
Philadelphia Upper right, by Frank 
Sauter, Macy's, New York City . . . Lower 
left, by Luke Maletich, Gimbels, New York 
City . . . Lower right, by John Rosenberg, 
Abraham & Straus, Brooklyn . . . Next page, 
top, by Robert McCorkle Below, by 
Edward von Castleberg, Bloomingdale's, New 
York City— 
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fective method of investing the furniture 
floor with the gift-giving spirit. On all the 
columns down the long aisle papier mache 
reindeer heads were attached as a decorative 
device. With a holly wreath around the neck 
and gay gift-wrapped packages dangling from 
the antlers, the greetings were 
brought to furniture. As an amusing touch, 
each reindeer wore a_ red-and-white Santa 
Claus hat. 


season s 


To close the books for this Christmas 
review, we're showing a number of column 
treatments, department signs and other such 
incidental items which add interest, direct 
traffic and make shopping and store opera- 
tion so much easier in the hectic season, 

The toy department, as we have already 
seen, must be well organized if it is not to 
develop into a real whirlpool. Many toy 
sections we saw last year used identical 
signs at every counter, with only the number 
and the identifying words changed to an- 
nounce what type of toy is being sold under 
the sign. Abraham & Straus, for example, 
put the sign on two sides of a square col- 
umn with a full Christmas stocking on the 
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For richly brilliant, colorful displays... 


AMPLEX 
COLORBEAMS 





other two sides. Gimbels (New York City) 
used cut-out animals above the signs. Macy’s 
adopted a smiling figure of “Frosty” and 
topped every sign with that character. At PAR38 Series for 
Bloomingdale’s cut-out animals with looks Outdoor Use 
of great wonder and surprise popped out of 
simulated windows built into columns cov- 
ered with white slats to resemble the side 
of a house. At Bamberger’s a sign in the 
housewares department was done in the 
manner of large gift tags, tied with sparkling 
ribbons. Wanamaker’s (Philadelphia) di- 
rected shoppers to a service department by 
using an otherwise useless wall space for a 
figure of Santa carrying a big hand which ne Ne Ae a 
pointed to the gift wrap department. 








Neiman-Marcus Honors COLOR DRAWS ATTENTION to your displays! Color holds the 
Guy Malloy For Service eye and kindles interest . . . gives your merchandise an added spar- 

A gold watch has been presented to Guy kle ... maximum attractiveness! And Amplex Colorbeams help you 
Malloy, display director of Neiman-Marcus do all this with greatest effectiveness, for their colors are absolutely 
Company, Dallas, for 25 years of service to true and brilliant... conceived and wrought with finest artistry! 
the store. He also became a member of the The color of Amplex Colorbeams is a permanent, integral part 
firm’s quarter-century club. of the glass. Their rich ceramic colors fused to the face of the lamps 
will never fade, chip nor crack. Furthermore, Colorbeams’ sealed-in 
reflector linings are pure silver, providing maximum light intensity. 
They never have to be cleaned; always retain full reflecting effi- 
ciency. Colorbeams are built for amazingly long service life, includ- 
ing the famous Amplock mechanical bases guaranteed never to 
loosen. Cut expense for replacement and maintenance toa minimum. 

Amplex Colorbeams come in a full assortment of 11 striking 
colors, and there’s a complete range of sizes and wattages. For top- 
most results and dollar savings, get full information. Simply write 
Amplex Corporation, Dept.B-10,111 Water Street, Brooklyn 1, N. Y. 


‘Sealed-Beam Refi Lamps, Colorb lamps, Spotli and Floodli di 
Infra-Red Heot Lamps, Vibration and Rough Service Lamps, Street Lighting sana 
Traffic Signal Lamps, | lamps, Fi Tubes, Display Accessories. 
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Send the Right 
Message to the 

Right People 
Paid subscriptions and re- 
newals, as defined by A.B.C. 
standards, indicate a reader 
audience that has responded 
to a publication’s editorial 
appeal. With the interests 
of readers thus identified, it 
becomes possible to reach 
specialized groups effective- 
ly with specialized adver- 
tising appeals. 








A.B.C. AUDITED CIRCULATION FACTS AS A BASIC MEASURE OF ADVERTISING VALUES 
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THE 


BASIC MEASURE OF 
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Rule of Facts 


HERE is no substitute for FACTS. That goes 
for measuring advertising values or making 
laboratory tests of materials for your factory. 
When you buy advertising space in a publication you 
have a cash investment in every copy of the issue that 
carries your sales message. Obviously some of the 
people who receive the paper are better prospects for 
your goods and services than others. Thus the distribu- 
tion of your advertising, via the publication, becomes 
a No. | factor in the success or failure of your invest- 
ment. To appraise a publication’s advertising value to 
your business therefore it is necessary to have all the 
facts about its circulation. 

Factual information regarding the identity, quality 
and size of business paper audiences is available to 
advertisers in the reports issued by the Audit Bureau of 
Circulations. The Bureau, a cooperative association of 
3300 advertisers, advertising agencies and publishers, 
has established standards for measuring circulations— 
maintains a staff of experienced circulation auditors to 
audit the circulations of publisher members—issues 
the information thus obtained in A.B.C. reports for 
space buyers to use in evaluating, comparing and 
selecting media. 

The audited information in A.B.C. business paper 
reports includes the answers to these questions: How 
much paid circulation? How much unpaid? What do 
subscribers pay? What is their occupation or kind of 
business? Were premiums used as circulation induce- 
ments? How many subscribers renewed? How many 
are in arrears? Where are the subscribers located? 

By using the audited information in A.B.C. reports 
in connection with market facts you can accurately 
judge media for its advertising value to your business. 
This business paper is a member of the Audit Bureau of 
Circulations. Ask for a copy of our A.B.C. report 
and then study it. 
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ADVERTISING 
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DISPLAY AT KANN'S 
[Continued from page 25] 


the night-life of the city, the south side 
looks across a triangle to famous Penn- 
sylvania avenue, scene of inaugural parades 
and welcomes for foreign dignitaries. Auto- 
mobile traffic flows steadily at night from 
Capitol Hill to the residential sections. A 
bold exterior display, such as the strings of 
lights at Christmas time, draws favorable 
attention from the residents and tourists 
driving along “The Avenue”—popular name 
for the thoroughfare. 

A custom of three years’ duration is the 
live Santa window during the holiday shop- 
ping season. Kann’s Santa holds a degree 
from the Santa Claus school; in fact, he’s 
going back this year for a refresher course. 
This Santa puts on a 15-minute show every 
half hour. Children are greeted through a 
microphone with a loudspeaker outside the 
window. 

Many letters come into the store three or 
four days in advance of a proposed visit 
by shoppers to this window. “I'll be at the 
10:30 show on Wednesday, with neighbors 
and my children—Betty, Tom, Jack, Mar- 
garet and Susie; could Santa greet them by 
name?” Such is a typical request, and 
Santa always complies. Some letters tell 
what color coat and hat a child will be 
wearing, and the children are awed at 
Santa’s recognition of them. 

Two mechanical windows, coupled with 
sound, are now a tradition of Christmas 
display. 

“I think customers don’t remember me- 
chanical props,” Merrill says. He plans to 
alternate use of a mechanical overhead win- 
dow track for Christmas and Easter. A re- 
volving display for gifts later becomes a 
revolving display for shoes in an annual 
six-window promotion of footwear. 

Interior Christmas display is concentrated 
on the first floor, with a policy of using an 
interior for two years, but with new touches 
each year to freshen and individualize it. 
On the third year the display is moved to 
an upper floor, and the new interior treat- 
ment blossoms on the main floor. 

After three years of use, wreaths, sprays, 
fabric and odds and ends are sent to an 
orphanage, a church or school. A list of 
recipients is kept. 

“My preference runs to lots of green,” 
Merrill said. “I like artificial plants and 
natural preserved foliage, which we buy. To 
me, at least, they have much charm and 
reality.” 

Color is used frequently at Kann’s as a 
theme to tie a promotion together. For 
example, old gold as a tie-in color was used 
in the late July early August preview of 
women’s furred and unfurred coats. Old 
furniture, including a marble-topped wash 
stand, was painted and antiqued to a soft, 
rich-looking gold. The carry-over of this 
gold furniture into each of the six windows 
gave a restful beauty and atmosphere to the 
displays. 

A successful interior set-up which re- 
quires little floor space is the Frontier 
Shop, boldly done with a mounted steer’s 
head and natural wood posts as a logical 
display point for Western belts. 

As for pictorial records of displays, pho- 
tographs of windows are taken by an out- 
side studio, and are not ordered universally. 
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FLEXCRAFT PANELS 


Style No. 5 


deeply scored in 5 styles: 


Style No. 1—3” scores lengthwise of panel 
Style No. 2—6” scores lengthwise of panel 
Style No. 3—scored into 6” squares 
Style No. 4—scored into 12” squares 
Style No. 5—scored diagonally (as shown) 


COLORS 


White, Primrose, Yellow, Lt. Green, Grass 
Green, Pink, Peach, Lt. Blue, French Blue, 
Sand, Brown, Nat. Red. 


Also a limited supply of smooth gold and 
silver and creped silver. 


PRICES 


Plain Colors—per ctn. of 6 panels... $13.50 
Frosted colors—per ctn. of 6 panels. 15.50 
Gold or Silver—per ctn. of 6 panels. 16.50 
Assorted styles and colors if desired. 


TERMS 


1%—10 days, 30 days net, F.O.B. Framing- 

ham, Mass. 

NOTE: These panels are 2 ft. wide by 8 ft. 
tall and are made from heavy corrugated 
board with the colored paper lined to 
the board, and then deeply scored. They 
are NEW, BEAUTIFUL, and are easy 
to use. 

SPECIAL NOTE: Combine 2 Flexcraft 
Panels with one of our Reyvex or Rey- 
arc Panels for a beautiful setting! Over- 
all size approx. 75” wide by 96” high 


for only 
$8.90 
Send Your Order Today to 


CRAFT STUDIOS 


A. G. Anderson, Owner 


IRVING STREET 


FRAMINGHAM, MASS. 














SIGNS FOR EVERY NEED 
CHANGEABLE LETTER, NAME 
STRIP OR CORK! 


Write today for Acme’s FREE folder, 
“Selling Through Suggestion”, and the 
latest Acme catalog on directories and 
bulletin boards for department stores 


and menu boards for cafeterias. 


i] 
(ADVERTISED TODAY | 


There 


is no obligation and no salesman will 


call. 








37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


* |BULLETIN COMPANY| 





SEE aR cosh pm wae, 


See paeey 
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PRODUCED EXCLUSIVELY BY 


B. B. BUTLER MFG. CO., INC 
3432 NORTH AVONDALE AVE. 
CHICAGO 16, ILL. 








» 28 COLORS-RAYON HORSEHAIR YARN 
FOR MANNEQUIN & WIG TRADE 


PREFERRED FOR QUALITY 


COMPANY 


Suppliers of Rayon Yarn and Rayon Horsehair 


111 EIGHTH AVENUE ® NEW YORK 11,N.Y. © WAtkin 
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Specific windows of which a permanent 
record is desired are photographed on order. 

What happens when a display director 
ties in a prized personal possession to give 
the perfect touch to a memorable window? 
Answer: Invariably a customer wants to 
buy it. Charlie Merrill is justly proud of 
his personal collection of some 90 mustache 
cups. Whenever he comes home with a 
wrapped package his wife knows he’s found 
another. Merrill chose 36 of these cups 
for the perfect complement to an_institu- 
tional window which led off six adjacent 
merchandise windows for a Father’s Day 
promotion. The cups were hung at the side 
of the window, four across and nine high, 
with backlighting behind the lattice work. 

Customer demand for the cups was so 
great that a small sign, “Private collection,” 
had to be added to the window. 

In conclusion, Mr. Seitz, for management, 
encourages the display department to “tie 
up the merchandise in a picture,” and this 
picture for the customer helps to keep her 
buying. Merrill says, “The popular price 
store can have good display, when all poli- 
cies work for unity.” 


DISPLAY AT WHITE'S 
[Continued from page 37) 


studio at one time. Two of these are in 
progress, while one is stored and ready to 
install. One full length of the studio is 
reserved for the artists at work according 
to the scale plans in their possession. At 
this point the flats are seen braced at full 
height in one long line. As the flats are 
completed at one end they are ‘replaced by 
other sections. A set of bins is available 
at one point to store the flats forming one 
specific window group. 

Complete harmony of effort is noted in 
the carry-through of each week’s window 
plans. While artists are doing their work 
on the flats, other staff members are busy 
with their own particular duties. Each win- 
dow setting is scheduled to be completely 
finished one week in advance. At that time 
it is entirely assembled for inspection, then 
is disassembled and carefully stored. 

While the regular display staff has been 
busy with the prop and merchandise de- 
tails, the sign section has been clicking at 
the same rate of speed. Block lettering of 
all sizes is done on machines in the regular 
display studio. Hand and machine lettered 
signs are produced in a nearby tidy sign 
shop under the direction of Mr. Gosling. 

To make sure that every aspect of fashion 
detail is correct Mr. Gosling has an expert 
assistant in Mr. J. Hubbard Jones, a stylist 
who selects and arranges the proper acces- 
sories to go with each fashion piece. This 
is accomplished in the actual ready-to-wear 
department involved. The completed forms 
are then held at that point until ready to 
assemble with the other units for the in- 
spection. Mr. Edward Baum, in a similar 
manner, chooses the items to go with men’s 
wear displays. 

Mr. Gosling points out that one of the 
greatest assets toward achieving speed and 
efficiency in the display effort is good house- 
keeping. Props should not be permitted to 
clutter up valuable space or stand in the 
way of free movement for other devices. 
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The minute seasonal props are out at 
White’s, they are tenderly packed and 
labeled for shipping to an outside storage 
building. Room is then available for the 
next undertaking. 

Since raw materials are purchased well 
in advance and in large quantities, plans 
are in force for their receipt and care. 
Immediately on arrival, packages are opened 
for inspections. The materials are care- 
fully separated. At one end of the display 
studio is a floor-to-ceiling structure of open 
bin spaces, each carefully labeled. The raw 
materials are placed here out of the way 
until needed. 


Sherman Paper Products 
Appoints Donnelly 

Arthur Lytle, sales manager of the special- 
ties and display divisions of the Sherman 
Paper Products Corporation, Newton Upper 
Falls, Mass., announces the appointment of 


—Crawford Donnelly— 


Crawford Donnelly as territorial representa- 
tive for the company in the Illinois, Missouri 
and Wisconsin area. His home office will 
be the Sherman sales office in Chicago. 

Donnelly joins the Sherman organization 
from Sherwin-Williams Company, Cleveland, 
where he served in the sales department in the 
mid-West area. Previously he was designer 
and sales manager for Advertising Displays, 
Inc., Cleveland, and prior to that was sales 
manager for National Decorators Supply 
Company, Indianapolis. 


Annual Golf Tournament 
Held By Chicago Club 

The yearly golf tournament held by the 
Chicago Display Club took place at St. 
Andrews golf course. Low gross score ot 
the day was made by Phil Goldberg, 
Schack’s, Inc., with John Courtney, Sears, 
Roebuck & Co., placing second and Erich 
Schwengel, L. A. Darling Company’s Chi- 
cago representative, carrying off third hon- 
ors. Howard Larson, Weiboldt’s, won first 
place for low net. In the women’s tourna- 
ment a tie resulted for first place between 
Mrs. Les Barofsky and Mrs. Tex Hutchin- 
son. 
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PRODUCED EXCLUSIVELY 


B. B. BUTLER MFG. CO., INC 


3432 NORTH AVONDALE AVE. 


CHICAGO 18, ILL. 
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Buwney 


PROMPT DELIVERY 


WRITE FOR PRICES AND PARTICULARS 


28 NORFOLK “ST... NEW YORK 2, N. 


Y. 


NEED HANGERS? 


GET IN TOUCH WITH STEMPLER 
FOR ALL TYPES AND STYLES 
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Friction drives allows display to be 
stopped purposely er accidently 
without damage to gearing or 
motor. Precision built throughout. 


Finest ball bearing. 
Model No. 500 $96 


Complete 


TURN TABLES 


THAT ARE TIME-TESTED 
DEPENDABLE PERFORMERS 


Ruggedly constructed, heat-treated 
steel gearing resists wear indefi- 
nitely under continuous operation. 
Use of spiral gear drive affords 
smooth, effortless transmission of 
power from motor to revolving turn 
table. Reduction gears sealed in 
oil for quietness and efficiency. 


With A.C. 18-watt current consumption 
motor of balanced load capacity of 200 
lbs.; 12" diameter aluminum enclosure 
and 8 foot heavy duty UL approved cord 
and plug. Shipping weight 15 pounds. 
Speed 3 R.P.M. Overall height 534". 
Electrical contacts for illumination avail- 
able at additional cost. 


Available in 75 and 500 
Bal a Load of P ity. 
request. 





- ~Prices on 


Member NADI 
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Modern 
Display 
Equipment 





810 PENN AVE., PITTSBURGH 22, PA. 














QUENSELL DISPLAYS INC. 


PLASTIC 
DISPLAY TRAYS 


No. 750 — SHIRT & UTILITY TRAY — 
15" x40" x 4"—per dozen. ....$24.00 


No. 775 — ANKLET & GLOVE TRAY — 
10" x 414" x 5"—per dozen $9.90 


No. 725 — SOCK & GLOVE TRAY — 
13" x 414" x 21%4"—per dozen. .$12,00 


No. 700 TIE TRAY — 12" x 434" x 3" — 
Per 


PRICE F.O. B. FACTORY 


Packed | Dozen Per Carton 


71-23 AUSTIN ST. 
FOREST HILLS, N. Y. 








PICTURES 


FOR ALL DECORATIVE PURPOSES 


Suitable for framing, labels, plaques, 
tip ons for display and advertising. 
Sizes Up to 22" x 28" 
JOSEPH HOOVER & SONS CO. 


1270 Broadway New York City ! 











LIBERAL ALLOWANCE 
For Your Old Mannequins 


Write us for complete details. 


REINERMANN FIXTURE CO. 


343-345 W. 4th St. 


Cincinnati 2, Ohio 
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“LIFE AT CORRIGAN'S" 
[Continued from page 31] 


advertisement itself. Such thoughtful dis- 
plays gave meaning to Corrigan’s use of Life. 
Customers realized immediately that Corri- 
gan’s was saying through this type display, 
“You saw it in Life, you can buy it at 


” 


Corrigan’s. 

The smaller side windows contained better 
costume jewelry and smoking accessories, all 
advertised in Life and displayed with the 
actual advertisements. 


The opposite side of Corrigan’s joins the 
lobby of the City National Bank building. 
Here there are three small windows in each 
of which are usually displayed only one 
product. Thousands of people pass these 
windows daily, and realizing that six out of 
ten of these people are regular Life readers, 
Gatto featured in each of these windows one 
of Corrigan’s better known nationally adver- 
tised items. Schick shavers were displayed 
in one of these windows, along with a full 
page color ad reprint from Life. Actual 
mounted reprints of advertisements were fea- 
tured in the other two windows as well, where 
Mido watches and Zippo lighters were dis- 
played. 

Completing the “Life with Corrigan’s” 
theme were two large second floor windows, 
one facing Main street, the other facing on 
McKinney avenue. These are both 10 feet 
wide, 5 high, and 2 feet deep. No direct tie- 
ins with advertisements were displayed in 
these windows because of the distance from 
the viewing public. One window featured 
trophies (a Corrigan speciality), while the 
other displayed silver candlesticks and a 
large silver urn. Each included flowers and a 
large Life cover blow-up in the background. 
These windows could be seen from a great 
distance and added to the color and atmos- 
phere of the promotion. 


The entire event was a successful selling 
promotion. Leon Davis had this to say 
about Al Gatto’s displays: “From the first 
day our Life windows created a stimulus for 
customers to buy items displayed. We 
benefited greatly and are anxious to have 
another Life promotion in the future.” 


Says Al Gatto, whose display philosophy 
is certainly a sales philosophy: “Good dis- 
play is the art of creating the desire to 
possess. That we accomplished successfully 
through the use of Life, by displaying 
reprints of advertisements along with the 
products concerned. Our customers originally 
get the desire to possess as they sit at home 
reading the magazine; when these same cus- 
tomers pass by our store they not only see 
this very same ad which has started that 
desire to possess, but they see as well the 
actual merchandise, dramatically displayed. 
We create emphasis for the desire of 
possession, and thus we have a sale. A Life 
promotion is nothing more than incorporating 
into your display a customer reminder of a 
powerful and trusted salesman, one that has 
previously been at work in their homes. We 
chose Life to do this job for us as we know 
that a majority of Americans read it regularly. 

“As potential customers stood looking in our 
windows at our displays you could almost 
hear them asking, ‘Where have I seen that 
before? The display quickly indicated where 
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they had seen it before, and the trust and 
confidence the viewers have in Life were 
added to their trust and confidence in 
Corrigan’s. ‘Life With Corrigan’s’ proved 
to be a logical sales procedure, put across 
by attractive display.” 


"Gimbalite" Introduced 
To Display Field 

An inconspicuous all-angle spotlight called 
the “Gimbalite” has been placed on the dis- 
play market by Alexander-Tagg Industries, 
Inc., Hatboro, Pa. 


The spotlight can be placed at any angle 
without adjusting screws, 360 degrees on the 
horizontal plane and 230 on the vertical plane. 
It comes in a neutral crackle finish and 
can be painted on the job to blend with the 
display. “Gimbalite” uses PAR-38, R-40 or 
R-30 lamps. Descriptive literature will be 
sent by the manufacturer on request. 


Wadsworth Introduces 
New Display Units 

Newly showing in jewelry windows is a 
flasher display exhibiting the new Wads- 
worth watches. Designed by Ken Matsu- 
moto, Cincinnati display consultant, it shows 
realistic plaster hands before a soft back- 
ground of aqua bengaline while the two 
side pieces are made from limed black rift 
oak. Dainty black lace is an added touch 
at the lady’s wrist, exhibiting the Wads- 
worth in a graceful setting. There are five 
alternate background cards featuring effec- 
tive selling messages for Wadsworth’s new 
low-priced line, “A Good Watch at a Better 
Price.” 


Californian Combines 
Business With Hobby 


An unusual display specialty business has 
been worked up by Leonard Quarnstrom, 
San Jose, Calif., with which he combines 
his hobby of collecting novel items ranging 
from old coffee grinders to zithers. From 
the odds and ends in his collection he 
fabricates unusual animated displays such 
as an antique sewing machine and _ its 
operator, a woman using an old-fashioned 
washing machine, and dancing refrigerators 
and garbage cans. Quarnstrom got into the 
display business when he retired from office 
work some five years ago at the age of 58. 
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THE REYBURN MANUFACTURING CO., INC. 
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FLASHING STAR-LITES STAR-LITES 


DECORATIVE WINDOW AND INTERIOR LIGHTING DISPLAY 


Send for our illustrated literature and list of our distributors. 
JOBBERS INQUIRIES INVITED 


ART MODE MFG. CO., INC. 


427 BROADWAY 
BROOKLYN I1. N. Y. 
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STYROFOAM 


SPARKLING 


SNOW! 
SNO-BLOCKS 


Snowmen—Reindeer—Canes 
SNO-BLOCKS — ALL SIZES 
up to 100" Long—24" Wide 


FOLDER ON REQUEST 


rd 
PRODUCTS 


6415 N. CALIFORNIA AVE., CHICAGO 45, ILL. | 








DIAMOND DUST 


Tinsels — Snow — Mica — Wood 
Chips — Flakes — Kubes — Snow 
Branches — Sparkletex 
Xmas Displays of Many Kinds 


Ask your jobber for our new Kew Bee 
Kut line or write direct if necessary. 
If in New York visit our showroom, 
only 20 minutes from Penn or Grand 
Central Stations. 








National Sawdust Co., Inc. 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new 195! FREE catalog 
Name 
Address 


City & State 
D.W. 














USE THE 
Opportunity Exchange 
For any WANT AD e: 
POSITION WANTED POSITION VACANT 


USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch — CASH WITH ORDER 
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"ITALY-IN-U.S.A." 
[Continued from page 27] 


borders. In the Giotto works he was im- 
pressed by the beautiful detail, the wonderful 
architectural feel and proportion of the build- 
ings, yet the utter simplicity of design and 
the simple statement of figures. These quali- 
ties he wanted translated with Renaissance 
costuming in the simple treatment of the early 
Picassos, but with a modern feeling. Foley 
states of the finished panels that they are 
a perfect artist’s translation of his concept. 

Further, Foley ordered furniture designed by 
Fornasetti to serve both in display as well as 
being for sale. This furniture has a quality 
of gaiety which fits into the contemporary 
feeling in decoration here, and a great beauty. 
Macy’s found people responded well to it. 

A second artist, Fulvio Bianconi, whom 
Foley knew through his drawings reproduced 
in various foreign magazines and 
designs are typically Italian and beautifully 
modern, was commissioned to paint a store- 
wide poster for “Italy-In-Macy’s.” The 
result was a harlequin design used as blow- 
ups on huge side panels at either side of the 
entrance to the fair. They were in tones of 


whose 
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orange on a black background, white line on 
black. Also, the same design was used for a 
promotion piece mailed to Macy’s contacts 
here and abroad, telling the purpose and scope 
of the “Italy-in-Macy’s” project. 

Foley visited manufacturers to get an idea 
of the products which would be shown in the 
fair and made suggestions for keeping the 
chosen color scheme intact where possible, to 
create unity. He was fascinated by the glass 
factories in Murano and the work they were 
turning out, something entirely new yet with 
the whole tradition of high Italian art behind 
it, a “second Renaissance” for Italy. Work- 
ing through Macy buyers in the foreign of- 
fice, through buyers going abroad from the 
home office, and especially with Leo Mar- 
tinuzzi, head of Macy’s foreign offices, Foley 
suggested merchandise types, designs, and 


colors. Glassware from the factories was 


—Top left, home furnishings accessory win- 
dow with 9-foot panel painted with a peasant 
figure . . . Top right, the “Fountaquarium”, 
a 10-foot obelisk of glass with applied marine 
forms . . . Lower left, one of the Fornasetti 
panels, with the design inspired by Scopa 
cards . . . Lower right, the Chianti display— 
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merchandise as well as display property all 
at the same time, as were cheeses, leather 
goods, fabrics, lingeries, and so on all down 
the list. In Italy Foley saw table cloths of 
white with gold centers, and suggested black 
table cloths be made up with gold centers—he 
thought they would be in keeping with 
American trends, and the Macy customers 
are backing up his opinion. 

Six panels centered by medallions or shields 
composed of large, ornate glass shells were 
inspired by panels he saw in a hotel in 
Venice, though the Macy translation was 
more complex and more elaborate. These 
panels were shipped to Macy’s as intricate jig- 
saw puzzles with each shell numbered and 
ready for assembly and wiring. A staff of 
three men worked for two weeks preparing 
the six panels, which have aroused con- 
siderable interest as well as requests for rental 
and purchase. 

Two of the shell panels were used in the 
display on the fifth floor; the other four 
were used in the Herald Square windows. 

Three special wallpapers were designed for 
the exhibition. One was planned to add a 
warm, friendly feeling of greeting from 
Macy’s, as it were, to the Italian-speaking 
peoples attending the fair, as well as re- 
membrances to those visitors to Italy who 
had picked up a few phrases of the native 
tongue: In translation they were “good 
morning,” “thank you,” and the like. The 
second paper had a harlequin design, while the 
third was known as the export-import paper 
since it repeated insignia and markings on 
typical packagings coming into the store from 
abroad. 

Both the wallpaper and the special manne- 
quins for the show were designed and manu- 
factured in the States. 
page 87, DISPLAY WORLD, September) 
were taken from two bronze 
Foley brought back. Heads of the manne- 
quins were made abstract. The figures were 
worked up with an architectural quality to 
appear as pieces from a frieze, and they could 
be grouped for that effect at will. Full 
mannequins and head forms were antiqued. 

To carry through the idea of bringing 
Italy into Macy’s, costumes were designed 
here for the salesgirls, costumes which would 
be both practical as well as create an Italian 
atmosphere, once more carrying out the se- 
lected color scheme. Wherever possible 
Italian-speaking sales personnel was selected. 

Two months prior to the formal opening 
Foley set up a special work office away from 
his own department where he could work with 
a special consultant architect handling the 
job, and with the necessary staff of drafts- 
men who put every detail on paper. 

Both window and interior display arrange- 
ments for the show marked a change of pace 
from Macy’s usual display settings. For 
windows, where Foley generally keeps props 
in the background, he tended to give even 
less play to properties and more emphasis on 
merchandise. He selected fine burnt wood 
slivers, tiny grains of charcoal, for a floor 
covering in the windows. This dead flat 
black served as a matte surface, receding into 
the background. The black backgrounds 
were receded, also, and the whole atmosphere 
in the window settings was that of simple 
elegance. Every piece was treated as a 

[Continued on page 82) 





The mannequins (see | 
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OUR EVER POPULAR SC R E F N S NOW IN STOCK! 


No. 1858—PROVINCIAL WILD 


CHERRY SCREEN—Authentic 
French 


reproduction of the 


Provincial design expertly exe- 
cuted in beautiful wild cherry 


wood... 


a new feature of 


this screen is the hinged pan- 
els which may be opened for 
dramatic merchandise display 


. « « each panel 18" 
high... 
hinges. (Also 
white lacquer). 


available 


x 84" 
brass double acting 


Each $69.50 


No. 
No. 
No. 


No. 


No. 1833—REGENCY SCREEN 
—Here's a beautiful screen 
designed for your fashion win- 
dows or for departmental use 
. heavy I" thickness with 
inset louvred panel . . . has 
hand turned circular motif 
with three -dimensional  cir- 
cular handle . . finely fin- 
ished in white lacquer 
(gold handle and accents) 
each panel 20° wide x 96° 
high . . . heavy double act- 
ing brass hinges 
Two Panels Complete $89.50 


No. 1427—SHUTTER SCREENS 
in limed oak, wild cherry, and 
poplar (which can be lac- 
quered any color at no extra 
cost). These screens are made 
with blind tenons and are 
100% glue construction with 
slats removable for easy 
cleaning . . . beautifully fin- 
ished and hand rubbed .. . 
double acting hinges... each 
panel 12" wide x 84" high. 
3 panels complete $44.50 


1427-A—Limed Oak Shutter Screen 
1427-B—Wild Cherry Shutter Screen 
1427-C—White Lacquered Shutter Screen 


(or any other color) 
1427-D—Solid Walnut 


OAS 20d assoxcateo— 


DISPLAY DESIGNERS AND MANUFACTURERS 
NEW YORK OFFICE AND DESIGN STUDIO, 


328 €E. 


34th STREET, 


e PORTSMOUTH, OHIO 
MURRAY HILL 4-1864 





























“Grooved Grains" 

modern er 

decorator's touch that impart 

a raised, 3-dimensional effect. 

1951 XMAS SAMPLE BOOK 
NOW AVAILABLE! 
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Spell Out Greater 


PROFITS 


WITH COLORFUL BARRON 
MOLDED STYRENE LETTERS 
eee 
BARRON MOLDED STYRENE LETTERS 
5 sizes: 1", 12", 2", 3", 4" 


Stan 


RED, GREEN, OR BLACK 


(1" also in yellow and blue—figures in silver) 
eee 


For Department Identification 





3-inch or 4-inch letters permanently bonded to 
plastic panel make exceptionally legible and 
distinctive departmental signs. Panels easily 
adapted to light-box installation. 

eee 
Semi-Permanent Special Window Lettering 





These three-dimensional red, green or black let- 
ters can be firmly adhered to outside of window 
but can be removed when desired and re-used. 
eee 
Special Display Effects 
Glue them to showcards or displays or in per- 
manent locations on fixtures. Easy to apply — 
only 3 seconds required per character! The 
green and red letters are ideal for the holiday 
season! Ask your sign supply dealer, or write us. 


J.E. BARRON & ASSOCIATES 


110 Power Bidg., Cincinnati 2, Ohio 





(Or your sign or display supplier) 
Desirable Jobber Territories Open. Write for details. 
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LIFE OF A DESIGNER 
[Continued from page 42] 


And now comes the time for fitting the 
pieces into place on the premises. 

The number of the trades involved grows 
larger still. 

All these craftsmen hustle over a huge and 
empty space, so as to lay it out, equip it, 
dress it, so to speak, and turn it into a display 
that will bring forth cries of admiration from 
the representatives of the press, and attract 
the crowd. 

Whoever has not lived through these hours 
of wallowing in dust, cold and heat while in 
the midst of ladders, scaffolding, electric wires 
and paint pots, can not imagine the permanent 
state of dizziness, of extra-lucidity, of so- 
nambulism experienced by those “lucky dogs 
of artists”, struggling to obtain an intricated 
ensemble that will finally mature into a flaw- 
less harmony, fresh hues, astonishing origi- 
nality. Not to mention the spruceness of the 
floor, the walls, the glass roof or the techni- 
cal perfection of the lighting. 

One feels as if everything that was labori- 
ously imagined and minutely prepared in the 
studio for months has been changed into some 
nightmare puzzle which has to be put straight 
im-record time. 


Henceforth, food and sleep become unknown 
words. One does not sleep any more because 
there is no time, or perhaps one snatches a 
short doze from time to time in a corner, 
under a blanket, for about an hour. One 
mixes together sandwiches, wine, aspirin and 
snifters. 

You feel as though you were acting in a 
dream. 

At last (and this is the marvel of profes- 
sional pride) all is ready, fine, clean-swept, lit 
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up, one hour before (or perhaps after) the 
opening. 

In Paris when everything goes smoothly 
one reverts with glee to one’s bathtub, one’s 
little restaurant, or one’s comfortable bed for 
a bit of well deserved relaxation. 

But abroad or in provincial towns, the in- 
auguration of an exhibition implies a recep- 
tion on the opening day. 

Try to picture those poor creatures who 
have been living the life I have tried to 
depict, picture them I say, now freshly shaved, 
washed, dressed up for the evening, and sit- 
ting at a dinner offered them in thanks by 
the organizers. 

They have eyes and see not, they have ears 
and hear no more. 

A first glass of Rhine wine, a second of 
claret and a third one of burgundy, not 
forgetting the final cup of champagne and 
the treacherous cognac and they are gradually 
done in. 

They are overwhelmed, nonplussed, 
harassed by one thought only: Sleep! 

I am lucky enough to share the joy of such 
troubles with a partner who brings to the 
extreme strain of the daily effort her spirit, 
her cheerfulness, her charm. 

Let me tell you here that without Eliane 
Zonabel we never could keep going. 

The most trying moments are when you 
are faced with a series of unforeseen events 
(generally because they can’t be foreseen). 
One feels a sort of vague discouragement 
passing ruthlessly over everybody, artists and 
workmen alike. 

It is then necessary to make a tremendous 
effort to pull one’s self up, as well as to 
encourage others. 

The latest instance of that kind occurred 
recently at the last “Kermesse aux Etoiles” in 
the garden of the Tuileries. 





—Patio chairs were the merchandise Maison Blanche, New Orleans, wanted to feature 


on its 


television program so Emile Alline, display director, designed this setting for the cameras. 


The scene from the French Quarter was painted on the background. 


A low stone wall, 


foliage and the pool completed the setting— 
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Everything was ready. 

We had handled that show for four con- % SHOW CARD and 
secutive years and, although we altered our +H 
themes each time, we were in good practice POSTER MACHINE 


and everything had gone quite smoothly. | FEATURING: SPEED . . . SIMPLICITY . . . LOW OPERATING COST 
residen incent-Auriol Was to visit us on aia LONG LIFE 


Saturday at 2 p.m. ‘ 
On Friday evening we had but a few odds Used for over seventeen years by leading national chains. Many have from 50 to 500 or more in use. 


and ends left to fix up. There was still MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 
Saturday morning for this, therefore we had 
plenty of time. 

But all that night and the next morning it 
rained cats and dogs. Everything was 
drenched. It was a heart-rending sight. 

“What's to be done?” asked my assistants. 

No hesitation. “Go on as if the sun shone.” 

And under a pelting rain the curtain hangers 
went on, draping pieces of wet cloth. Several 
gangs of workmen hustled around pitching 
awnings to shelter all that could be sheltered. 

In the afternoon the rain stopped and the 
public crowded in, ankle-deep in mud, but 
joyful. 

All “stars” were punctually at their posts. 

We had won, but what a job! 

May I be allowed to relate a few episodes, 
some ludicrous, some touching. 

First, the “coup de pompe”, this imperious 
need for sleep that suddenly grips you and 
against which there is no efficient remedy. 

The jargon of the Ecole des Beaux Arts 
which permits many picturesque expressions 
(that I should blush to repeat here) includes 
one which conveys perfectly the climax of the 


Thr a. DISPLAY EQUIPMENT CO. 


The school being too small, the architectural 
students were installed in a building some BOX V-144 ADRIAN, MICH. 
distance away from the main school. 

When it came time for the competition, the 
“rendus” (proofs) were naturally completed 
at the very last moment, just in time for the M Oo D U L a = MA S$ T E R S$ 
assigned date, and the students were in the 
habit of carrying their huge frames on hand- OF 
carts from one place to another. 


” _ 
As a joke, we used to say that the com- Space 6:6 Ti me ae Design 


pletion of those models was done on the carts. 
The expression “je suis charrette” (I am 

carted) therefore meant: I am pressed by a D E C A = Pp L 

ruthless date. 
In our calling a “charrette” is hardly un- D 

avoidable, because, in spite of all precautions, D E Cc A - M 


there is always the unexpected, the mishap 


core ELF-PAC EXHIBIT 
Hence the reason why we sit up all night - 


during the last days, to be ready in time. 
And we are always ready in time. Plans and designs for merchandise promotions, sales meetings, 
At the cost of a few “coups de pompe”, “as ° ‘ . 

vidal. exhibits, point-of-sale pieces, processed, lithographed, custom- 
When such little incidents of brutal drowsi- built units. 

ness occur in the studio or on the premises of 

the exhibition, there is no great harm. One Created and distributed by 

retires to some corner and recuperates for a 


(cols etnltyns ADVERTISERS DISPLAYS & EXHIBITS 
Where it becomes somewhat more delicate 


5 Rows happens in the course of an official 2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 
ion. 

I remember, in Paris, on the evening of the 
opening of the Theatre de la Mode, in 1945, 
we had been invited to a magnificent dinner 


offered by a great couturier. USE THE MANNEQUIN WIGS! REPAIRS! 
We were 14 decorators, among whom was OPPORTUNITY EXCHANGE -hei novelty wigs mede te 


our late friend Christian Berard, as well as For any WANT AD purpose: waded eae eet ee ee 
the organizers—altogether, about 30 guests. Tee a uauieunnt Pon Gale. Try esl ; 

We were all overcome by an invincible REPRESENTATIVES WANTED ESTELLE BOBICK 
desire to go to sleep, and in order to save | | 5309 per Column Inch — CASH WITH ORDER 964 2157 STREET SAM PEDRO, CALIF 
appearances—without having passed the word 
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GEARLESS 
TURNTABLE 


This revolutionary Albin turntable is 
gearless . . . there is no maintenance 
factor. Quiet in operation, carries up 
to 150 Ibs. balanced or unbalanced. 
Engineered drive permits stoppage at 
will without damage to motor. Steel 
construction, no oiling, guaranteed 
against mechanical defect for 1 year. 
314” high overall. Units can be 
signed to suit your needs; any number 
of tiers can be constructed. Sizes: 12”, 
16”, 18” 


JOBBER INQUIRIES INVITED 


ALBIN 
MACHINE CO., INC. 


750 AVENUE OF THE AMERICAS 
NEW YORK CITY 10 














Visit 


“The House of Naturals” 


in New York for 


FALL & XMAS 


Showing of “Nature's Best"! 
IMPORTED AND DOMESTIC 
ORNAMENTS, TINSELS, 
GARLANDS 
IN FOIL AND GLASS 


From England, Occupied Germany, Italy 
and Occupied Japan 


FLAMEPROOF 
PRINCESS PINE AND HOLLY 


@ WREATHS e@ ROPINGS 
e@TREES e@ SPRAYS 


Write for price list 


ARTS au FLOWERS" 


DISPLAYS, INC. 


Manufacturers @ Importers @ Creators 
43 W. 5éth St., near 5th Ave. 
New York City 19, N. Y. 


*U. S. Reg. Trade Mark. 
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around—we took turns in speaking while the 
others took a nap in the most dignified attitude, 
under the effect of excellent wines and suc- 
culent dishes. 

This reception is still known among us as 
“the ghosts’ dinner.” 

We still keep a wooly and somewhat dim 
memory of a marvelous dinner offered in our 
honor in Stockholm for the presentation of 
our Theatre de la Mode, after which we 
danced until three in the morning with a 
feeling of floating between earth and sky in 
a sort of fourth dimension. 

I remember also a certain performance 
of “Carmen” given in honor of the French 
delegation in a large town abroad, during 
which (pray, Mr. Bizet, forgive us) we slept 
delightfully. 

Another rather annoying recollection of a 
“coup de pompe” : 

One day after an inauguration a society 
lady was showing us around the town, of 
which she was, and rightly too, very proud. 

We were driving, after a bountiful meal. 
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Personally, | had come to the limit of my 
strength and I was hopelessly struggling 
against an overwhelming drowsiness while 
the lady endeavored to acquaint us with the 
beauties of her city. 

The idea suddenly occurred to me to put 
on sun-glasses. 

Then I leaned back steadfastly against the 
back of my seat, deliberately closing my 
eyes and answering as well as I could the 
questions my neighbor was asking. 

I must have uttered a number of strange 
replies, judging from the account of the con- 
versation given me by the other occupants 
of the car, those of my friends a little more 
awake than I. 

Another time we arrived in Copenhagen 
from Paris and there we found that the con- 
tractor, with honest intent, had inserted large 
niches, which had not been foreseen in the 
plan, in the frame of two blocked-up doors. 

We had nothing to place in them. 

In consequence, we decided to hurry and 
make two dancers in wire-netting and dress 
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them in plumes and ribbons, whirh we had 
plenty of. 

Impossible to find any wire-netting in town. 
(This was taking place in 1946.) 

The directors of the museum had an ad- 
vertisement put in the paper. 

The next day, some 20 people offered to 
pull down their chicken houses in order to 
oblige us. 

Was that not touching? 

But here the story gets more serious. 

That same evening, we worked late into the 
night, Eliane Bonabel designing the figures of 
the dancers on sheets of plywood which we 
intended to have cut out the next day. 

After a few hours sleep we returned at eight 
in the morning, the workers having started at 
seven. 

Catastrophe! The panels had disappeared! 

But looking up at the ceiling which had 
just been finished, there they were—part of a 
leg here, a head there, another leg in a further 
corner. 

The workmen had used the panels, thinking 
we had amused ourselves designing figures 
on them just for fun. 

And under the whip of time we set to work 
again. 

In New York City we had to unload from 
one of our cases a large stand in imitation 
marble, remarkably imitated. 

The stand was light and could be easily 
carried by one man. 

We had colored people as job-men. 

When they saw this huge mass of “marble,” 
without the slightest hesitation four of them 
set about to remove it. 

At the Barcelona exhibition, owing to cus- 
toms the delivery of our chses was enormously 
delayed. 

To crown it all we were informed that 
they had been overturned in a railway wreck, 
and we expected to find nothing but empty 
showcases. With some materials and a few 
items we managed, however, to improvise 
quite a beautiful display — rather different 
from what we had planned. 

The next morning the crates arrived with 
no damage whatever and we immediately set 
to work to re-organize the showcases accord- 
ing to the original scheme. 

One more railway story: 

In London, where we intended to produce 
our Theatre de la Mode, we were impatiently 
awaiting our material. It had been gathered 
in a number of crates, and we were advised 
that they were too high for the British 
railways. 

We had to send to Scotland for special 
trucks used for the transport of tanks. 

Only under these conditions could the 
crates pass under the bridges and reach us 
in spite of everything (after a week’s delay). 

A terrible “charrette” ensued. 

I could quote no end of other technical 
incidents. 

It is especially in the local atmosphere of the 
work that the incidents strike you as funny, 
as a result of the psychological shock they 
cause on the hyper-strained brains of all that 
share in the collective effort, with the fixed 
idea that there is not one minute to be lost. 

Has this short outline made you understand 
that ours is a dog’s life? 

Now I doubt if you will believe me when 
I declare that none of us would change it for 
love or money. 
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Nationally known values in quality 
Santa Suits. Choose from: 


Suits, complete with red plush Santa cap with 
white plush trim and tipped with white pom 
pom; red plush coat with white plush trim 
and white plush belt with buckle; also shiny 


black leather-like leggings, 
trimmed with cathe cham 50 
Entire suit sateen lined. s' 
Made in large size only. 
Complete 

Flannel Santa 


Corduroy Santa 
Suits, Plush Trim Suits, Plush Trim 
$32.75 $10.50 


All Suits priced complete except for hair-wig 
and beard set. 


White Wool Hair-Wig and Beard Set 
Yak Beard and Wig Set 
100% Nylon Beard and Wig Set. 
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Save dollars... 
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TRANSPARENT SHADES 


Nation's leading stores use and recom- 
mend Infra Chem shades. None finer — 
lowest priced. Send for free samples 
and booklet. 


TRANSPARENT SHADE CO. 
501 N. FIGUEROA ST. 
LOS ANGELES, CALIF. 





Demand the Oldest Name 
in Electric Turntables! 


Doto-Sho 


ELECTRIC TURNTABLES 


Your of top perf ROTO- 
SHO Electric Turntables are used by mer- 
chonts throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor permit load capacity up 
to 200 ibs. 18” table revolves 3 times a 
minute. Ceiling units and ROTO-WEEL for 
background displays also available .. . 
Build-up fixturee to, 





MODEL 
"712" for 
LIGHTED 
MOTION 


Two-way electric outle perm:ts novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 


MODEL “A” 
ROTO - SHO 
Standard for the 
world! The action 
display-way to 
boost your sales. 


See your local jobber, or write us for complete 
catelog of ROTO-PRODUCTSI 


GENERAL DIE & STAMPING COMPANY 
lategrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y. 
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spot and the pet poodle watched all of the 
activity from a vantage point. 

A group of top designers—Pattulo, Norell, 
Jane Derby, Ben Reig, Maurice Rentner and 
Ben Zuckerman—were featured at Bonwit 
Teller’s, accompanied by a capricious collec- 
tion of masquerade horses to tie-in with the 
caption, “New Season at Belmont Park 
The Season’s news at Bonwit’s.” 

The original theme by Display Director 
Gene Moore was based on horseplay vaude- 
ville style, with the pose of the horse bal- 
ancing that of the accompanying mannequin. 

Throughout the series the horses varied 
also in color finish, tying up with the fea- 
tured costume color and accessory note. 
In the accompanying illustration, the cos- 
tume of this papier mache horse was in 
black felt, with mane and tail in gold. The 
horse sat on a stool proudly combing his 
long blond mane and at the same time 
studying the effect in a white and gold 
hand mirror which he held before him. All 
of the horses were shod with golden horse 
shoes and others in the series carried silver 
trophies, burlap money bags, the winner's 
garland of bright red roses, etc. 

The fashion, in black, was well projected 
before the bright blue painted backwall and 
the gray heavily graveled floor. 

“Saks-Fifth Avenue’s own Gaite Parisienne 
echoes the news of black crossed with color” 
read the copy used by Display Director 
Sidney Ring for a series of six windows 
when undergarments received a_ stunning 
presentation. All of the garments of the 
collection were black, with a different color 
crossed with the black in each setting. 

The abstract mannequin, finished in jet 
black, was posed before a black wall, framed 
to right and left with black folding screens 
and the low horizontal screen in the fore- 
ground, also in black. 

In striking contrast to this field of ebony 
were the American Beauty red_ ribbons 
which crossed the black satin ribbon in the 
garment, the red further picked up in the 
straps of the bra, the satin ribboned garters, 
in the lace and net handkerchief and in the 
roses. A very few pieces of costume jewelry 
added the glitter of rhinestones and rubies. 
Other colors in the adjoining window in- 
cluded delicate blue, lime, maize and white. 

The fashion story on accessories was 
handsomely projected by Display Director 
Eric E. Daniel, of Gertz, Jamaica, in a 
series of windows emphasizing the im- 
portance and choice of accessory accent. 

A definite tie up in display theme was 
carried out between each grouping which 
included two on millinery, one on hose, one 
on gloves and one on shoes. 

The setting suggested three dimensional 
fashion pages, the two panels lacquered in 
black and spaced before the white backwall, 
thus putting each item of merchandise 
displayed in the cutouts in clear outline. 
By each shadow-box a card was pinned 
giving exact copy as to fashion news and 
fashion-right style. Three animated pen 
and ink sketches contributed a sparkling 
note to the over-all design of this fashion 
primer. 

“Step smartly into fall in the glowing 
and glorious footwear shaped to fabulous 
flattery” read the main window copy. 


OCTOBER, 1951 














NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


wt 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 


@ Easily holds 12 copies 
@ Keeps copies clean 


@ Handy for reference 


$200 


—" each postpaid 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 
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CINCINNATI J, OHIO 
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CHRISTMAS DISPLAY PHOTOGRAPHS 


150 eye-stopping window and interior Christmas displays set by leading depart- 
ment stores in 1950 . . . Not reproductions—actual photos with complete color, 


setup and material descriptions . . . Get ‘em now and put them to work right 


DISPLAY WORLD 


In the rush and bustle of Christ- 
mas, you can't afford to overlook 
. Before 
it's too late, reinforce your dis- 
play effort with this collection of 


a single display idea . . 


outstanding 


away ... Use the convenient order blank at right.. 


RETAIL REPORTING BUREAU, 101 Fifth Ave., New York 3, N. Y. 


State— 
We will bill you later.) 


(Do not send money now. 








CJ Both packages at $25.00 plus postage 


00 75 windows at $10.00 plus postage 
( 75 interiors at $15.00 plus postage 


Please enter my order for: 








RETAIL REPORTING BUREAU 
(CO Please send me more information. 


101 Fifth Avenue, New York 3, N. Y. 


City. 





LOS ANGELES DISPLAYS 
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the floor. A French chest of drawers was 
of gold leaf with pastel floral design and a 
winged chair had gray upholstery with 
a light blue figure. The carnation pink 
backwall was cut away so the chest of 
drawers could be placed in a slight alcove. 

For a Provincial collection, Lambert showed 
twin love-seats facing each other before 
a fireplace. They were covered in a pat- 
terned fabric of chartreuse and bright red, 
and the fireplace was sprayed chartreuse to 
match the fabric. “Dress your kitchen 
Provincial style colorful decorating 
tricks put the spotlight on your appliances 
for a truly distinctive kitchen,” said the 
reader in a stove and refrigerator window— 
another of this series. The backwall was 
covered with a black and white figured wall- 
paper and the flooring was a glossy red 
Copper kitchen stencils hung on the papered 
wall. 

The following are not pictured: 

Bill Meissner showed luggage tan leather 
accessories at Ohrbach’s in shadow-boxes of 
gray spatter-dashed with yellow and red. 
Blue ribbons with gold pom-poms flattered 
the merchandise and the card read, “Win- 
ners ... Accessories with an autumn touch 

. Savings at Ohrbach’s . . . low, low 
prices . . . ” These appeared in small side 
windows, and were lighted from above 
through flash glass. 

In the downtown Haggarty store Henry 
Jampol had a card reading, “Renaissance 
of elegant evenings” showing black cocktail 
dresses. Renaissance paintings framed in 
black wrought iron were in the background 
and each mannequin held a black fan; other 
fans of the same hue were placed about the 
floor and in shadow-boxes in the foreground. 

Artificial autumn leaves were used by Paul 
Smith in a shoe window at Robinson’s in 
which two pairs of shoes in the background 
were held high by a white plaster figure. A 
ribbon across the front of the window read, 
“Voila! Mademoiselle by Carlisle . . . now 
in our fourth floor Robinaire shoe depart- 








Studio 


Fashioned 


Studio Fashioned Manikins 








for fashion windows 


Decor, coiffures and finish that 
triumphs over the ordinary to 
blend gracefully with the chang- 
ing moods of fashion. Each figure 


is hand-crafted to individual taste. 


Call or write for a complete showing of 


eal monde, 


KEHOE DISPLAY FIXTURE CO. 


541 MARKET STREET 
MR. WM. E. KEHOE, exclusive Korrect-Way distributor 


SAN FRANCISCO, CALIFORNIA 











Fred Meeds Wins 
Local Contest 


A display contest held in Portland, Ore., 
in connection with the annual fall fashion 
opening was won by Fred Meeds, Olds & 
King, who was awarded the sweepstakes 
trophy donated by local newspapers. In 
the department store division first prize 
went to Lipman Wolfe & Co., while Charles 
F. Berg carried off honors in the specialty 


shop classification. 


Two Displaymen Hurt 
In Auto Accident 

Bruce Edwards and Hugh McWilliams, 
display directors for Wolff & Marx and Frost 
Brothers, respectively, of San Antonio, were 
seriously injured recently when the automobile 
in which they were riding was involved in an 
accident. 
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FOR THE BEST 
IN MANNEQUIN 


Style 1302 


BRUNO’S Vari -Shape WIGS 


No Measurements Needed! 
s 
Herzberg-Robbins Vari-Shape Wigs are 
superior in quality, stylishly coiffured, 
and are designed with a special base 
that fits the wig snugly and securely on 
the head. 


Send for Style Circular 


HERZBERG-ROBBINS, Inc. 


457 West Broadway, New York 12, N. Y. 
SS Se SSS SSS SSeS Se eeeeaeeeaees 


Gentlemen: 

Please send me your latest circular on mannequin wigs 
Store Name— 

Address—— 

City —_____- 


Attention: —— 
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September Medal to Wilson 


} ROM September entries in DISPLAY 
WORLD’s International Display Con- 


test the clever men’s wear window seen 
above has been selected for the gold medal 
awarded each month for the best display 
entered during that time. It is the work of 
G. William Wilson, Jr., who is display director 
for Rodes-Rapier Company, Louisville. 

As will be seen from an examination of 
the photograph, every detail in the display 
was reproduced in duplicate but upside-down 
to tie in with the card slogan: “Reflections 
of good taste.” The shopper interest in the 
window and the word-of-mouth publicity must 
have been great. Apart from the novelty of 
the display, however, it is also characterized 
by neatness, well-dressed forms, informative 
sign copy, and interesting lighting effects. 

Wilson has this to say of the window: “The 
details are very simple. Merchandise was 
pinned on the forms as usual, adding card- 
board to the bottom of the suit coat to prevent 
buckling. Hooks were secured in the ceiling 
and form bases, and hooked together. Ties, 
shirts, trousers and the hat were pinned to 


| the ceiling. 


“The card I thought was an ingenious idea 
The card-writer made the sign for the floor, 
adding glue to the paint, and then pressed it 
against plain paper and ironed it — thereb; 
transferring the letters exactly backward on 
the white sheet and giving a complete back- 
wards effect when upside down. 


—This striking window with its upside-down 

setting exactly duplicating that of the display 

was simple to do, according to William Wil- 

son, Jr., display director for Rodes-Rapier 
Company, Lovisville— 


“Spot and flood lights were behind the 
valance on the floor and ceiling.” 

As explained elsewhere in this issue, the 
DISPLAY WORLD contest began January 
15 of this year and will continue through 
December 15. There are 98 different mer- 
chandise and service classifications, covering 
practically every form of display, and entries 
may be made in any one or all. Entry is 
made by submitting a black and white photo- 
graph of the display, preferably 8 by 10 
inches in size and unmounted, to Contest 
Editor, DISPLAY WORLD, Cincinnati 1, 
Ohio. Any displayman anywhere in the world 
may enter and it is not necessary to be a sub- 
scriber to DISPLAY WORLD in order to 
compete. 

As mentioned above, a gold medal is 
awarded each month for the best display 
entered during the 30-day period; these month- 
ly awards do not have any bearing on the 
final judging, however. 

At the end of the contest a board of display 
authorities will judge each of the entries in 
all the 98 different classifications. Gold, silver 
and bronze medals will be awarded the three 
best displays in each classification; addition- 
ally, a gold medal will carry with it three 
points, a silver medal two, and one point will 
be given for a bronze medal award. The 
person receiving the greatest number of points 
for his entries will be presented with a beau- 
tiful gold plaque, suitably inscribed; the run- 
ner-up will receive a similar plaque of silver, 
and one of bronze will go to the person placing 
third. 

Entries may be sent in at any time so long 
as they are received by DISPLAY WORLD 
by midnight, December 15. Those received 
during a given month will be judged for the 
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gold medal award of that particular month. 

Last year the gold plaque was won by 
Harold Mclaren, The Bon Marche, Seattle, 
while Tom Comerford, Lit Erothers, Phila- 
delphia, won the one of silver. The bronze 
plaque went to Fred Asmussen, The Myer 
Emporium, Melbourne, Australia. 

Thus far in 1951 entries have totaled 2,230 
as of October 1. 

Those to win gold medals thus far during 
the year are as follows: January, Clement 
Bradley, Carson Pirie Scott & Co., Chicago; 
February, E. L. Vollmer, Joseph Horne & 
Co., Pittsburgh; March, Russell C. Kehrt, 
Jenny’s, Cincinnati; April, Harold McLaren; 
George M. Allen, The Castner-Knott Com- 
pany, Nashville; June, Dudley Pope, Davi- 
son’s, Atlanta, July, Tom Comerford, and 
August, Chamberlin’s Ltd., Norwich, England. 
Los Angeles Displays 
War On Inflation 

“Fight Inflation Week” in Los Angeles was 
observed by seven stores by installing special 
windows dramatizing efforts to hold the 
price line. 

Each of the seven stores participating in 
the program set up its own display and the 
windows told the same story, but with differ- 
ent techniques. 

The May Company depicted inflation as a 
balloon held captive by Office of Price Sta- 
bilization price ceilings. 

Bullock’s utilized the autumn football theme 
and stated “OPS helps hold the line on 
prices.” 

The Barker Brothers window carried the 
message, “Help Uncle Sam protect your pay 
check” and pictured inflation as a magnet 
drawing dollars from a salary check. 

J. W. Robinson Company’s display called 
inflation a bubble. It offered a giant scissors 
to puncture it and said “Help your Office of 
Price Stabilization cut the flow of inflation 
dollars.” 


The Broadway Department Store window | 
used charts which told the story of price | 
rises since 1940, and showed how OPS is | 


working to halt runaway prices. 


Milliron’s window showed inflation as an | 
monster | 


octopus and begged “Keep the 


down.” 


The Famous Department Store’s story was | 
contained in three figures representing house- | 
The first | 


wives and their market baskets. 
showed the amount of groceries available for 


$5 in 1941, the second a much smaller amount | 
for the same money in 1951, while the third | 


posed the question “Will $5 buy much more 
than a stalk of celery in the future if inflation 
holds sway?” 

Public interest in the effort was great, a 
spokesman for OPS stating that “almost as 
soon as the windows were unveiled, requests 
came to this office from other communities 
for similar displays.” 


Darling Appoints 
New Jobber 

L. A. Darling Company, Bronson, Mich., 
announces the appointment of The Omaha 
Mannequin Company, 410 Baum _ building, 
Omaha, as a jobber for the firm’s fixture and 
mannequin line. The Omaha company first 
specialized in mannequin repair, then gradu- 
ally added display materials and equipment, 
and has grown rapidly during recent years. 
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DIMENSIONAL — COLLAPSIBLE 


Wire Snow Flakes 


Still Going Strong !! 
Sturdy—Dependable 
Won't Scuff—Won't Break 
Won't Deteriorate 
—ever— 


COLORS: 


Immediate 
Delivery 
@ 


See Your Jobber 
OR WRITE TO 


“ * Harry e Ch c 


5219 Centre Ave., Pittsburgh 32, Pa. 


Available 


1.35 2.75 3.75 4.85 6.00 7.50 











Never A TACK SWALLOWED! 
ackspitting — tacks-in-mouth — is out-of-date. i it’ 
DANGEROUS! Mechanical ''tack-spitting" with pty ted 
Tacker is up-to-date. Besides, it's SAFE! 
Never A THUMB SMASHED! 
No thumb-smashing with Hansen Tackers. They do pre- 
—_ et ae ew and neatness. Hammer 
ade hits square’ on kpoint. 
rere ny y ackpoint NO DENTS. NO 
Hoven A TACK STEPPED ON! 
io Tackpoint wasted and none to st. ! 
are held securely inside the Hansen Tecien, rr pay 
pensed one-at-a-time. All work without waste — SAFELY. 
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DISPLAY GLAMOUR 


Sparkling Miroflex covers any surface. . . 
FLAT or CURVED. Use it for dramatic 
display effects in a hundred different ways. 
Consists of small cut mirrors firmly ad- 
hered to a strong cloth backing, available 
in numerous colors. Installation is quick, 
simple and low in cost. Miroflex cleans 
easily with a damp cloth. Use it for 
windows, ledges, columns, cases and spe- 
cial exhibits. Write today for samples 
and prices. 


MIROFLEX 
PRODUCTS CO., INC. 


(*Pat. U.S.A.) 





878 BROADWAY, NEW YORK CITY 3 











Sf ‘RETS 
1 TRADE 
SECRETS 
FOR 
DISPLAYMEN 


Here's the SECRET of BETTER dis- 
plays, faster and at a minimum of 
cost—LITHOPHANE VALANCES 
—vouched for by displaymen all 
over the country. 


Letter or Silk Screen copy, or 
indicia on a length of LITHO- 
PHANE Valancing. Then quickly 
and easily affix it to glass. Re- 
sults? — Your message “in the 
light", and “in sight" in a hand- 
some setting. 
Use Lithophane for Valances, Fram- 
ings, Blocking off posts, etc. Cut out 
letters, silhouettes and other on the 
glass decor. Endless effects are pos- 
sible. Order LITHOPHANE today at 
your own jobber or at: 
GARRISON-WAGNER CO.., 2018 Wash- 
ington Bivd., St. Louis 3, Mo 
SHUR-NUFF, INC., 24 So. 6th St., 
Minneapolis, Minn 
ART R. COHEN CO., 810 Penn Ave., 
Pittsburgh, Pa. 


OR WRITE DIRECT TO: 


ISINGLASS VALANCE CO. 


5206 Tilden Ave * Bklyn 3 N Y 
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Point-Of-Sale 
Developments 

New introductions to the field of point-of- 
sale display are the following, all produced 
by Einson-Fréeman Company, Inc., Long 
Island City, N. Y.: 

Decca records has launched a sales pro- 
voking point-of-sale promotion that should 
attract additional sales volume to its clas- 
sical and children’s records division. The 
new program, said to be the first of its 
kind in the record business, began with 
the September release of a Decca “Gold 
Seal” records window display, followed by 
a children’s record display in October, and 
with a Christmas window unit scheduled 
for release in December. Dealer aids ac- 
cémpanied the window display material, 
one unit of which showed two children 
seated on clouds in a star-lit sky while 
surrounded by children’s record albums. 

For National Distillers Products Cor- 
poration’s “Sunny Brook” whiskey Einson- 
Freeman created two interesting displays 
with a miner for the central character. In 
one, a motion display, the miner kneels be- 
side a stream and moves his mining pan 
back and forth; card copy says, “Strike it 
Rich”. In the second display the miner 
stands erect, holding bottles of the whiskey 
in one hand and his gold pan in the other; 
the bottles swing back and forth. 

Sliced turkey, tongue and other delicacies 
in full color on a gigantic silver platter 
that is 44 inches wide are given a promi- 
nent place in a display for the F. & M. 
Schaefer Brewing Company, New York 
City, designed for use in grocery and deli- 
catessen windows. 

“No. 1 in the Hat Parade!” says a dis- 
play for Champ Hats, Inc., Philadelphia 
The unit shows a man doffing his hat to a 
lovely lady, the poised hat being real. 

An eight-color, two-plane window display 
piece created for Lentheric, New York City, 
uses a larger-than-life head of a beautiful 
woman in connection with the slogan, “For 
you... a lovely new face”. A miniature of 
the large display unit is designed for 
counter use. 

A striking motion display for the Crosley 
Division of Aveo, Cincinnati, takes the form 
of a large eight-page book held by a blond, 
each leaf turning in its proper order to 
show the rooms of well furnished homes. 
W. & J. Sloane, New York City, gets credit 
lines for authentic furniture styling in the 
eight different room settings, each of which 
of course shows an appropriate model of a 
Crosley television set. The display, en- 
tirely of cardboard, measures 24 inches wide 
by 36 inches high. 


Howard Cowee Is Speaker 
At Advertising Meeting 

Among those who addressed Pennsylvania 
advertising and sales promotion people at 
a two-day conference at Wilkes-Barre was 
Howard Cowee, vice-president, W. L. Stens- 
gaard & Associates, Inc.; he is head of the 
company’s New York City office. 

Cowee told the hundred persons who at- 
tended that display readership is at least 
as good as that for other media, and that 
the cost of display to reach 1,000 persons 
is about $1. He urged the use of display 
to increase sales without increasing costs 
materially. 
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W. M. Zeppen-Field Dead; 
Long A Factor In Display 


William Maximillian Zeppen-Field, for many 
years one of the best known and respected 
factors in the display field through the opera- 
tion of W. M. Zeppen-Field Studios, Holly- 
wood, died suddenly on September 18. He 
would have been 66 years old in November. 


—W. M. Zeppen-Field— 


“Zeppy”, as he was known to literally 
hundreds of friends, was born in Berlin in 
1885 and came to America from Germany in 
April of 1914. He was employed in the 
display departments of various department 
stores in the East. In 1920 he moved to 
Indianapolis as display manager of Wm. H. 
Block & Co., and received his citizenship 
papers in that city a year later. 

In 1924 Zeppen-Field became interested in 
the oil fields. He left Indianapolis for Ros- 
well, New Mexico, and financed the drilling 
of Zeppen-Field Well No. 1. Shortly after 
operations were well under way the derrick, 
bunkhouses, and drilling equipment were 
destroyed by fire. 

With his capital thus wiped out, Zeppen- 
Field and his wife, Mary, returned to Indian- 
apolis and through accident walked into a 
store whose mannequins were badly in need 
of repair. He undertook the job of rejuvena- 
tion, found it profitable, canvassed other stores 
and found himself in the mannequin repair 
business, 

After some time in this line the Zeppen- 
Fields headed for Hollywood, stopping at 
various cities along the way to handle repair 
jobs. In 1925 or 1926 they reached California, 
leased a building at 1057 North LaBrea in 
Hollywood and established the W. M. Zeppen- 
Field Studios, finally expanding into their 
own building at 923 North Cole avenue. 
Mannequin production became the firm’s in- 
terest and its figures were known from coast 
to coast in this country, as well as abroad. 

Mrs. Zeppen-Field died several years ago, 
and Zeppen-Field later married Mrs. Vega 
Zeppen-Field, who survives. 

In 1949 the Zeppen-Field Studios of Canada, 
Ltd., was established together with Paul E. 
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Poirer, of Quebec, with Zeppen-Field as vice- 

president although the Canadian company 

actually has no conmection with the original . _ INSPECT 

firm. Your Deliveries For Better 
The traditions set up by its founder will be : YS Christmas 

carried on by W. M. Zeppen-Field Studios of Displays 

Hollywood. f USE 
“Zeppy” earned an enviable reputation for ‘ 

his individualized mannequins, but his friends 

will remember him best for his unfailing pie Bulkton 

kindliness, his cordial smile, and his ready ‘Substites 

sympathy in time of trouble. His loss will SEAMLESS 

be keenly felt among displaymen as well as Because FOR YOUR 


among the factors of the industry. The COLORS are BRIGHT PROTECTION 


secant d VIVID scktos Seomien 
. an + 
“ITALY-IN-U. S. A.” ; (not Dull and Drab) yee y 


[Continued from page 73) All Colors in Stock BULKTON TAPE 


jewel, and the merchandise selected for display For Immediate Delivery 


was that with an intrinsically romantic quali- 
ty about it. 

On the floor this treatment was reversed. 
Where emphasis in Macy’s selling area is 
generally focused on merchandise, for the 
fair it was definitely centered on display. 
Merchandise became part of the whole 
scheme, thus taking on the character of 
properties in the overall design. 

The area was arranged with a large, semi- 
circular moulded screen of orange toned 
plaster as a backdrop for the approach. The 
two harlequin panels stood full height to either 
side. A bank of greens against the base of 
ones weno wae tba ge. 4 5 pody The technical, plastic cement. Colorless, transparent, possessed with “wet 
ly for Macy’s by Domenico Tramontin, the bond" strength and dries into a tough, moistureproof film. Packaged in 
leading designer of gondolas in Venice. The 2-02. bottles provided with brush applicator. 
gondola marked a departure, too, since it had 
been built to Foley’s order and in three 1 doz. 2-oz. DEKADHESE with brush sertevien and 
sections so it might be shipped more easily. 3 bottles of thinner card .$9.00, postpaid 
Prior to its shipment, however, the graceful 


 illng me er a trial run on the T H E D E Cc K E R Cc Oo R Pp Oo RAT I re) N 


The gondola, roped off in front of the large 
scroll basa set mo pace for what lay behind. 1220 Montrose Street Philadelphia, Pa. 
A side gallery housed a reproduction of St. 
Peter’s of Rome, made by hand by a father 
and son through a period of five years and 


borrowed for the show. Works of art were .-1O DISPLAY YOUR 


borrowed for spot display features. Another 4 E 
item made especially for the show was a 3 

pyramid fountain of glass with modern fish CLOTHING BETT R 
suspended inside the dome where played a 


jet of water. Repeats of the fish were in THE FIRST 


other displays, both interior and window. N & Ww 
Each piece, every item, was okayed through E A l l y 

Foley, who personally checked the area each 

day to see that all detail was in order display- D | SPLAY RACK 
wise and whose inspiration and creation kept 
the show focused to a unified whole. The * A 

“Ttaly-in-Macy’s” event owed a great deal to Ahead of, the bimes 

the genius of its display director, and was m Design! 

in essence indicative of the ever-growing con- 4 M & 0 FIXTURE CO 


tribution display is making to modern mer- For Sizes and Prices, ee lca aie 
chandising. write for descriptive folder. > > d 
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Macmullen Associates USE THE 


Adds Margolis oe : Opportunity Encang 


Dave R. Margolis, for many years with Por 
the Hearst organization and more recently POSITION © oer ee OsiFION VACANT 

ssoci i esi ilt Studios RESENTATIVES: WANT 
associated with Design Bui t tudios, has usen pty EQUIPMENT ro ease 
joined Macmullen Associates, Inc, New $3.00 Per Columa Inch — CASH WITH ORDER 
York City, as sales consultant. The firm 

iali in exhibits, interiors, displays and ae . Est. 1880. 

specializes ’ » aispla) WHEN WRITING ADVERTISERS e ic & MFG. CO. 
dioramas. PLEASE MENTION DISPLAY WORLD e No. $04 Fountain 214.) West Kinzie St., Chicago 10, It. 





























Quality 


Is the keynote of the design and 
materials that make every one of 
the many items the General Dis- 
od Corporation manufactures to 
elp make your windows a better 
selling aid for your store. 


Now, well in advance of the 
season, we are completing our 
Cruise Wear and Spring lines which 
our salesmen will shortly present for 
our approval. Your request will 
scsi full details of these new 
lines now. 


Flowers-Foliage 





on @}°R -2en°R - Belen a\ 
1460 WEST FOURTH ST. 
Cincinnati 2. Ohio 

OFFICE - FACTORY 


Cc 
Home 

















Elastic Petal Top Wigs 
(Trade Mark) 

Designed with rubber or buckram foundation 

and adjustable steel band to insure permanent 

fit. Guaranteed workmanship, backed by years 

of experience. Efficient service. Sold only 

through jobbers. 

Jobbers: Several good territories 

still open. Write for details. 


NU-SHOW DISPLAYS, INC. 


97 Sixth Ave., BArclay 7-8974, New York City 13 











RUSTIC DISPLAYS — POLES 
SLABS — BRANCHES — BARK 
CEDAR ETC. ‘BIRCH 


RUSTIC “PARKCRAFT" 
FURNITURE 


COMPANY, INC. 
Phones: 9-6479 or 9-6103, Williamstown, N. J. 
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Neiman-Marcus Displays 
Mark Fashion Event 


September 3 was the opening date of the 
great annual Fashion Exposition of Neiman- 
Marcus, Dallas. For this event Guy Malloy, 
display director, designed a series of very 
colorful windows using dolls from La Haute 
Couture collection; these were loaned to the 
store by the Brooklyn museum. 

Each window, two of which are pictured 
above, carried out a monochromatic color 
scheme which harmonized with the costume 
worn by the mannequin in the display. Floors 
of the windows were covered with felt and 
the background panels were painted. One of 
the French dolls was shown in each of the 
shadow-boxes, which were framed with ornate 
gold plaster frames. 

The background for the fashion show held 
during the exposition consisted of silver-gray 
satin drapes, tall white columns, and branches 
of sand-blasted manzanita covered with 
white chrysanthemums and silvered magnolia 
The runway was covered with silver- 
gray satin. 


leaves. 


IMPORTS ENLIVEN STATE STREET 
[Continued from page 41] 


with a light 
merchandise. 


and airy feeling befitting the 
The decor was strong blue and 
charcoal and abstract designs were created 
with bending wood on which the footwear 
was arranged in pairs. A non-objective panel 
of charcoal was repeated in smaller dimensions 
on the floor, its outline sketched in charcoal 
on the blue backwall and on the copy card 
announcing “New designs by Delman, only 
at Field’s in Chicago.” 

Field’s recently opened a small shop on the 
first floor where accessories from Italy and 
France are gathered to facilitate shopping 
for exotic touches that usually require hours 
of searching. In launching the new boutique 
John Moss, who designed it, presented an 
exotic window display against a black and 
white panelled background. Two dressmaker 
forms of natural wicker became merchandisers 
for numerous items, as well as a towering 
wood and metal object tied with a fringed 
scarf. Line drawings on the black portions 


OCTOBER, 1951 


of the screen repeated the swerving motion 
of the metal merchandiser. 

Only two mannequins were used by Reed 
Schlademan, display manager, on each side of 
the double window at The Fair to publicize its 
sewing school and yard goods department. 
The mannequins’ outfits were made from the 
fabric, priced at $12.95 and $14.95 a yard, and 
placards gave the yardage, pattern number, 
and the like. For decorative effect the fabrics 
were stapled at top and bottom around wheels 
and drawn together to form plaits in the 
center with sprays of fall flowers. At this 
level mannequin arms and hands were thrust 
out of the hourglass pillars for exaggerated 
design. A highly dramatic effect was obtained 
by spraying the rose-pink backwall with deep 
amber and a touch of blue. 

At Goldblatt Brothers six children’s 
windows and six for women’s suits and 
toppers were identically constructed with a 
center unit of brilliant autumn leaves which 
Jack Frost, the master painter, was busily 
engaged in tinting (not pictured). The 
reader “Jack Frost paints the way” nestled 
in a rustic wheel at the base of the unit for 
a showing of accessory items. J. Boghosse 
is display manager for the Chicago store. 

As a tie-in with Irving Berlin’s “Salute to 
America,” produced and directed for Red 
Cross shoes some time ago, Clement Bradley, 
display director, staged a showing of the shoes 
at Carson Pirie Scott & Co. and at the same 
time advertised the one-hour television show. 
A television camera of black wallboard 
focused attention on photographs of the show's 
stars by means of directional lines of black 
yarn. Shoes were distributed on low risers 
that had been roughened with sandpaper and 
sprayed blue. Lettering on the white wall 
was in red to stress the national scope of the 
program and acceptance of the footwear. 
This display is not illustrated. 


George Ellis Leaves 
Davison's, Atlanta 

George Ellis has resigned as assistant dis- 
play manager at the Davison-Paxon Company, 
Atlanta; his plans have not been made known. 
Ellis was formerly with Nachman’s, Newport 
News, Va., until he joined Davison’s about 
a year ago. 
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It is a great pleasure to pass on to you 
the sentiments of the members of this asso- 
ciation concerning the work you and your 
associates so successfully effected in clari- 
fying the provisions of CPR-22 for this 
industry. : 

While public announcement has already 
been made, I wish to place on record our Wo 
appreciation and thanks for this service Op 
to all in the display field. 1\) dD 

We are grateful for your help, for your D Es 
consideration and for the unselfish expendi- EPEN DABLE QUALITY 'Gn 
ture of time and effort in this matter. We 
are all the more appreciative because all For EXCELLENT RESULTS 
your work was done without request or re- 
ward and because you undertook to reach SAMPLES ON REQUEST 
a solution that was most necessary to the 2 | C d & Boa d C 
conduct of our daily business lives. Nationa ar ? Mat r ompany 

The Board of Directors and the members | 4318 Carroll Avenue 11422 South Broadway 
of this association, individually and col- | Chicago 24, Illinois Los Anaeles 61, Calif. 


lectively, have joined me in this expression 
of thanks—Earl W. Gasthoff, president, 


“weit iaxrsact ie weas || ATTRACT THE CROWDS 








We wish to inform you of the splendid 
results received from our Opportunity Ex- . . ‘- 
change ad for the Bliss dollhouse which i i: with FULL COLOR 
appeared in the July issue of DISPLAY iE / Bae a: 
WORLD. : Pies Fine iia RCS PHOTOMURALS 
The day the July issues were delivered By 


the dollhouse was sold. We have received pe ; e ; 
many letters regarding this house, and let- , - ie é RCS GIANT 


ters are still coming in. Again may we say | | j =F. earl PHOTOGRAPHIC 
that we were completely satisfied with the al ve ; & 
ad as it appeared and with the results.— 1 ig ! CUT-OUTS 


Bailey Fitzgerald, M. A. Felman Company, j ; 
Joliet, Ill. } i } wu 6 For :~=Backgrounds 





I read DISPLAY WORLD often and find Window Display 


it very useful. It does a wonderful job to , ‘giv al Backdrops 
service the display trade—Frank L. Mar- “ tt J = C : 

y : Wi ‘ounter Display 
tinelli, Batten, Barton, Durstine & Osborn. . FI Di ts 
Inc., New York City. Capper & Capper, Chicago, create the “feel of the tropics with nascar os teat 

—_—_ an S Photomural. Exhibits 
I am sending you the enclosed photographs Write, wire or call for complete informa- 
to be entered in your International Display tion and descriptive literature No. D10. Ete. 


Contest. My staff and myself follow the 
monthly results of prize winners with the R Cc Ss Ss T U D I oO Ss (Div. of Rapid Copy Service, Inc.) 
greatest interest. We feel that your great THE PHOTOMURAL CENTER OF AMERICA 


contest is a direct stimulus to better displays 
and would like to express our appreciation of 123 NORTH WACKER DRIVE STATE 2-5977 CHICAGO 6 


an international competition which allows us 
from the other side of the world to partici- 


pate. Coming as they do from New Zealand, UNUSUAL 


perhaps the photographs may be of interest 


to DISPLAY WORLD readers in other ORIENTAL — MOUNTAIN 
countries. — Maurice Gray, Rendells, Ltd., 
Auckland, New Zealand. DEEP SEA— DESERT 
Arrangement—Decoration— 
May I offer my heartiest congratulations Display 


on the very high quality of your publication cS 
DISPLAY WORLD and wish you continued Wreathmaking MATERIALS 


success in your progress.—Horace William " ” 
Jones, C. Smith, Ltd., Wellington, New Zea- MAKAMING Rigor a 
land. Box 389 Colton, Calif. : aA tes ‘ 

DISPLAY WORLD is still a permanent Fall and Winter price list PARALLEL MFG. CORP. Dept. D 
member of our display department; it is now ready. 45 SPRUCE ST. N.Y. 38 +N. Y 
first class and doing a grand job of work.— 


W. L. Gibbons, Allansons Stores, Birken- 
head, England. @ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 











Perfect for Permanent Displays 
Inexpensive for Temporary Displays 


f p taday 
































perforated- 
shardboard 


The Versatile Display Panelboard 
with Universal Wire Fixture 


\%" thick tempered hardboard. Perfora- 

tions 3/16" dia. 1" and %4" hole spacings 

available. Furnished in 36x48" panels only. 

PER PANEL —36''x48"'—on 

$ 95 orders of six or more pan- 

els. Less than six panels, 

$4.25 each F.0.B. Chicago. 

Prices include crating. 

Specify hole spacing desired—/,"" on center or 

1" on center. Panels of both spacings may be 

combined to make up order for six or more at 
the $3.95 price. 

Universal Wire Fixture, 6" and 8" 

lengths oneccosesces eee Om 

PLAN TO VISIT OUR SHOWROOM DURING 

YOUR NEXT VISIT TO CHICAGO. 


LADON COMPANY 


730 S. Wabash Ave. Chicago 5, Ill. 
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FOR OUTSTANDING 
BACKDROPS 


a! 





Lloyd's Genuine 
GRASS CLOTH 











Add extra eye-appeal to your 
display promotions with 
Lloyd’s Grass Cloth—a favor- 
ite backdrop material with 
display men everywhere, be- 
cause it adds that “sales 
touch.” 


WRITE TODAY FOR FREE 
SAMPLE AND PRICE! 


WHS. Lloyd €O., INC. 


16 E. 52ND ST., NEW YORK 22 
NEWARK @ BOSTON @ CHICAGO 
E. C. BONDY, BEVERLY HILLS, CAL. 
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N Buffalo, N. Y., The Kleinhans Company 

ran a page advertisement in color for 

Bostonian shoes. Clement Kieffer, Jr., dis- 
play director, framed three proofs of the ad 
and showed them together with the featured 
shoes on a low ledge just back of the fitting 
chairs. Results were excellent: 62 pairs of 
the shoes sold the first day. 

. Seven windows tying in with the sign- 
ing of the Japanese peace treaty were used 
by Alton J. Bernhard, Joseph Magnin’s, San 
Francisco. Backgrounds were formed by 
Japanese screens; in each window appeared 
a Japanese mannequin clad in kimono, getas 
and obi, while beside her stood an American 
figure dressed in Occidental apparel. 

. . . For a display of men’s shirts Tom 
Watkins, Ellis Stone & Co., Durham, N. C., 
suspended the shirts on ribbon stretched from 
the ceiling to the floor and topped each one 
with an egg-shaped head on which caricatured 
features were drawn . . . For fall millinery 
hé suspended head forms in harvest baskets 
against a background of natural wood planks. 

: A display by Robert Custenborder, 
Goldwater’s, Inc., Phoenix, for the store's 
“Branding Iron” merchandise used large 
paper cowboys across the background and 
side walls. These were cut out in paper 
doll fashion, joined hand to hand . . . Women’s 
footwear was displayed by catching the shoes 
in the meshes of a fish net. 

. At Bamberger’s, Newark, the store’s 
“Housewares Fair” was dramatized by papier 
mache balloons of the nineteenth century type, 
rising from kitchen and laundry appliances. 

... Hosiery department stock cases at 
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Neiman-Marcus Company, Dallas, were given 
an unusual touch by Lola Mae Higgins by 
hanging hosiery forms and skirts from the 
ceiling of each enclosed case. The effect was 
that of a parade of women with only their 
shoes, hose and lower skirts visible. 

.. . Again at Neiman-Marcus, men’s sports 
wear was shown by Emery Gregory in a 
distinctive masculine setting. Three manne- 
quins were posed before a simulated brick 
wall on which hung a gun rack which was 
also used to show several hats. Four framed 
pictures of old-fashioned military uniforms 
were placed at one side of the background. 
The mannequins held sporting equipment and 
a silver loving cup. 

... The color of Chianti as a new tone 
for men’s hats was played up by Arthur 
Sadler, Christy & Co., London, in a window 
in which several straw-wrapped bottles of 
Chianti were used here and there. In the 
background, however, was an enormous 
Chianti bottle as the principal prop. 

... For a display of “Red Cross” shoes at 
McCreery’s, New York City, the footwear 
was shown on a platform raised at the rear 
and tapering so as to create forced perspective. 
The rear portion of the platform simulated 
concrete divided into squares, each of which 
held one pair of shoes and bore the imprint 
of foot- and hand-prints. 

... A continuing series of displays at The 
Kleinhans Company, Buffalo, is one in which 
Clement Kieffer, Jr. capitalizes on the almost 
universal interest in horoscopes. The latest 
one showed men’s wear against a background 
of signs of the zodiac and card copy which 
asked: “Were you born between September 
24 and October 23? Then you are a Libra 
man, according to the signs of the zodiac. 
Libra men are said to be sociable and gay, 
yet firm, aristocratic and independent.” An- 
other card pointed out that such men would 
appreciate the “Wall Street” suit at $95. 

... To show bags and gloves to good ad- 





—Double-duty is secured by Walter Krysto, Jordan-Marsh Company, Boston, from "Alice in 

Wonderland" properties by using them as seen here for back-to-school and re-scheduling them 

for the Christmas season. The properties, by W. L. Stensgaard & Associates, Inc., Chicago, 
are mechanical— 
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Frag rg hase yr ra 
boxes in spatterdash finish, each decorated || Christmas Spirited ... for that Holiday Atmosphere! 
ps nr Captivating UNBREAKABLE 
vig Ge ae te paned toe be te RUBBER REINDEER 


effective display of its fabrics. The walls of Here's holiday display magic personified 
the room are divided into rectangular sec- —e proncing Retadoes that will deliver 
; . : a loads of festive rs to your door 
tions, each of which shows one fabric pattern. ae te ae “rs = age wa > 
Above the center section swags of still other = singly or in pairs — for window, counter 
fabrics are caught in large rings and allowed = interior displays. Can't break — use 
to dangle t ithin a few feet of the fl them year after year. 

v1 3 . i 

gle to within w feet of the floor ; They're 16 lect at 8 
api ee soft, 
ing 


Pioneer Action Display : bristling, 
Stand firmly. 


Proved In Pre-Tests , j at once to avoid last 
minute delays. 


Lights, action, and service have all been p 
combined into a dynamic new display which Only $12.50 each 
is now being released by the Pioneer Sus- 
pender Company, Philadelphia, to demonstrate 
the “Stretchway” belt. For the first time in 
its history, Pioneer has built an electrical ¥ 
unit, containing two hands which automati- " SEND FOR A COMPLETE 
cally pull the belt in and out, showing the & CHRISTMAS DISPLAY CATALOG! 
“Stretchway” movement. This belt contains 


i spring i itti . Wi St. 
helt to expand, and. contract as the wearer || MIDWEST MANNIQUIN DISPLAY —iitwostce 2, wis 
moves around. 


The display has been so designed that it 
can either hold nine boxed belts or four belts 


in a completely visible position. A glass panel 
couse Yan"ieht“se || EVERGREEN CHRISTMAS DECORATIONS 
hands. 

Ralph J. Roberts, advertising director and For STREET or STORE Holiday Decorations 


assi h sident, s I 
assistant to the President, says that the | | EVERGREEN ROPING: Direct from the North Woods to your door — made 


action display was pre-tested in various stores 
throughout the United States and that the of double Balsam in 100 foot ae: 
“unbelievable.” “Belt 10-12" over-all ia : (sive s $6.50 per 100 ft. 


results were almost aie" . 750 100 # 
: : ‘ lusi over-a erees ey re 50 per . 
sales immediately increased and conclusive Give. Years 8.50 per 100 ft. 


evidence was obtained to prove that dollar 
sales per square foot of floor space could be PLAIN WREATHS: Made of double Balsam, single face. 
stepped up by use of this new action display.” 18" over-all ...... $0.95 36" over-all 
The unit is very compact, 15% inches wide by 24" over-all _........ 4 48" over-all 
16% inches high by 12 inches deep. 30" over-all - 60" over-all 


arg) STARS & DECORATED BALSAM WREATHS MADE TO ORDER 
New Plant Opened Ask for our Complete Listing of Decorative Christmas Greens 
By Chicago Cardboard Shipments made from November | through December 15, 1951, freight or express 


The Chicago Cardboard Company, manu- TERMS: Cash or 50% deposit on C.O.D. shipments. Advise method of 
facturer of “Crescent” quality boards for over shipment desired. PRICES QUOTED ARE F.O.8B., Minong, Wisconsin. 


50 years, opened its new cardboard division 


manufacturing plant on September 15 in order WATSON DECORATING PRODUCTS INC. 
to meet increasing demands for the firm’s (Manufacturer of Specialty Holiday Decor! . 


products. It was announced recently by M. H. 
Degen, vice-president of the organization, that ©. BOX 116 — MINONG, WISC. 


the new plant has its offices at 1240 North PLACE ORDERS EARLY AVOID DELAY 
Homan street, and the piant itself ir located 
on Potomac street, just west of Homan. The 
building is located all on one floor and con- 


tains much new machinery. \ | 

The increasing production facilities provided NEW WRINKL ES 
by the new plant is another in the series of 
expansions carried out by the organization Ww eee FOR DISPLAY MEN! 
over the past half century. According to INDO DISPLAY ° FRISKET 
Degen, “In — poh = pressing AT HOME with MASK PAPER 
need for increased production facilities, the Easy Home Stud other new Mask items 

: ly course showing ‘ a 

new plant enables us to incorporate latest how to do every phase of window be] ue. a * or 
production techniques to increase continuously work. R.. gy —- tell you the story in this small ad. So better 
the quality of Crescent artist boards.” of its write us for the dope. 


It was also announced that the Chicago ee 100s. NO WRINKLES ! 
Cardboard Company opened its new mounting Sunes of aun. ipoaaten, — ee pe = _ to thin orgs be 
and finishing division on the same day. It Write for literature. past 2 cenaien Get. oe eee. e YO DONE 8 
commenced production on September 15 and MASK PRO DUCT 1 
both offices and plant are located at 1240 THE KOESTER SCHOOL 2742 W. 4th § & Ts. Inc. 

3710-12 N. Cicero Ave., Chicago 41,IIl. - 


North Homan street. 


Prompt shipment 


Excellent JOBBER opportunities available 
in many areas. Write early for details. 
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sux SCREEN USER'S 
HERE'S REAL NEWS: 


“THESE TWO CRAFTINT FILMS 

TAKE CARE OF EVERY 

YSILK SCREEN STENCIL 
REQUIREMENT.” 


CRAFTINT MFG 
1633 COLLAMER AVE 


CLEVELAND 10 HIO 


for samples 
and additional 
information 











BASE-METAL, PUFFING FOIL 
AND FOIL PAPERS 


25 Ft., 50 Ft. and 100 Ft. rolls. Also in Reams 
" 


for immediate delivery 


R. A. OHLHORST 


454 Broome Street New York City 13 








DISPLAY YOUR PRODUCT IN BRILLIANT 


SPARKLING NEW! NEVER BEFORE such full-color transpar. 


ies and prints in quantity’ Rich shadows, 
clean highlights, precision fidelity. Used by 
t leading advertisers 
OLOR BUY DIRECT- our prices are eye-opener’ Satis 
WITH . 
mate accuracy 
AD-COLOR ‘AD COLOR CORP G40A S Acroye Parkway, Pasadena |, Cali 
PRODUCERS OF OFFICIAL RUSE PARADE COLOR PRINTS 
TRANSPARENCIES AND COLOR PRINTS 


faction, fast service GUARANTEED. Write for 
samples and prices. Color correction for ulti 








USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch— CASH WITH ORDER 
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10.001 
AMAZING 
ACTS AND 

TRICKS 


Humpty-Dumpty Toys, Inc., Seneca Falls, N. Y., has become sole manufacturer of the famous 
~Schoenhut's circus toys so well known in the past and is helping retailers sell the sets by 
means of a novel counter display which is supplied without charge to stores ordering a 


sufficient volume and which agree to use the display. 


As seen in the illustration, the retailer 


uses toys from one of his sets in stock and places the display where customers can handle 
the toys and try their hands at adjusting them in any of the thousands of positions possible. 


(Photograph by Larry Green, Cincinnati) — 


Mancuso Associates 
Is Incorporated 
Mancuso Associates has been incorporated 


| to represent national producers of sales pro- 


motion and allied materials in the Detroit 
area, according to an announcement. by 
Tony Mancuso and John Gillespie, 

ciated in the enterprise. The firm is asso- 
ciated with and serves as Detroit represen- 
tative of Wetzel Brothers, Milwaukee, cre- 
ator and letterpress printing 
and lithography, and represent 
other national manufacturers in such allied 
fields as point-of-sale material, displays, 
dealer promotions, outdoor advertising, 
packaging, scale models, and special mer- 
chandising problems. They will offer com- 
plete creative counsel and production service 


asso- 


producer of 
plans to 


in these fields. 

Mancuso has spent more than 25 years in 
advertising and sales and is well-known in 
automotive dealer promotion, while Gillespie 
brings to the field a 30-year background in 
automotive service and merchandising. 
Headquarters of the firm are at 2617 West 


| Grand boulevard, Detroit 8 


New Neiman-Marcus Store 
To Open In October 


Neiman-Marcus, Dallas, will open its new 
Preston Center store some time during mid- 
October. Construction started in March, 
1950, and the building is now finished and 
was being fixtured as of October 5. The 
decorative according to Stanley 
Marcus, was inspired by the earliest cul- 
ture of the Southwest, that of the Indians 
of that region. A_ stained glass mosaic 
mural is one of the features of the decor, 
as are a giant mobile designed by Alex- 
ander Calder and a_ glass-enclosed patio 
which will give the store a note of greenery 
the year around 


scheme, 





At the same time an expansion program 
for the downtown store is under way. Com- 
ments Marcus: “When we decided to build 
our suburban store we decided to do it 
only if we could simultaneously enlarge 
Neiman-Marcus downtown to make it the 
most beautiful, up-to-date downtown store 
in the nation. Even as we broke ground 
for Preston Center, we were completing 
plans for our downtown enlargement. That 
work started in January of this year when 
we tore down the building that formerly 
housed our luggage shop and started build- 
ing a six-story structure. This will be 
matched by a building of similar size on 
Main street, when at the expiration of their 
lease next March we take possession of the 
building presently occupied by Arthur A 
Everts Company. On top of our existing 
four-story building we will add two floors, 
all of which will give us an expansion of 
about 80 per cent. For a long time we 
have known that our fitting rooms, stock 
rooms, and customer facilities have been 
inadequate. This downtown expansion will 
permit us to eniarge and redecorate virtu- 
ally every department in our store.” 


Robert Wise Resigns 
At Columbus Store 

The resignation of Robert Wise as display 
manager for Madison's, Columbus, Ohio, has 
been made known. He plans to move to Fort 
Lauderdale, Fla. No successor has been an- 
nounced at this time. 


Twin Sons Born 

To Vermilyes 
Frank Vermilye, display director of Foley's, 

Houston, and Mrs. Vermilye recently became 


the parents of twin boys. They have been 
named Robert George and William Charles. 
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Top winners in a display contest spon- 


sored by Middishade Company, Philadel- | 


phia, were: First, Joseph H. Marshall, The 


Boersma Company, Chicago; second, Lloyd | 
A. Parr, Phillips-Jansson, Inc., Greeley, | 


Colo.; third, Emmett J. Sullivan, H. S. 
Webb & Co., Glendale, Calif. 


The Seattle Display Men’s Association | 
held its annual election of officers, consist- | 
ing of: President, Ralph Pfister, Grote- | 
Rankin & Co.; first vice-president, William | 


Scharninghausen, The Bon Marche; secre- 
tary, M. M. Charlesworth, Best's Apparel, 


and treasurer, Charles Bassett, Home Sav- | 


ings & Loan Association. 


In Pennsylvania, the Sharon Association | 


of Displaymen turned out 100 per cent for 


the formal opening of a modern show win- | 
dow which was installed in the organiza- | 


tion’s club room. The fully equipped win- 


dow was made possible by donations of | 
equipment by various display firms. The 


Sharon club had a membership of 35. 


The Detroit Display Men's Club elected | 


these officers: President, “Buck” Weaver, 
Clayton’s; vice-president, Neil McEachin, 
Brownie Stores; secretary, Merrill Long, 


S. S. Kresge Company. Trustees were | 
Charles Ely, Browning, King & Co., Charles | 
Wendel, J. L. Hudson & Co., and Thomas | 


MacCormack, People’s Outfitting Company. 

Herbert Petsch, formerly with Bittner & 
Bittner, Omaha, joined Rothschild’s, Min- 
neapolis. 

G. D. Stewart, for several years display 
and advertising manager for Leonard, Fitz- 
patrick & Mueller, Inc., Birmingham, joined 
Tilley Stores, Inc., Durham, N. C., in the 
same capacity. 
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James White resigned as display manager 
of The Vogue, Chattanooga, after 16 years 
with the firm. 

Charles H. McMahan, formerly with Roth- 
schild’s, Oklahoma City, joined the display 
staff of Street’s, Tulsa, as assistant to 
Claude Adams. 

Otto Lasche, Kline's, St. Louis, was named 
general convention chairman for the Inter- 
national Association of Display Men event 
scheduled for the following summer. 

Joseph Apolinsky, Loveman, Joseph & 
Loeb, was elected president of the Birming- 
ham Display Club. Henry Bluttman, 
3urger-Philips Company, was named vice- 
president, and Esther Hayes, of the same 
company, was elected secretary. 

William Wyatt was appointed display 
manager for the Washington and Baltimore 
stores of William Hahn & Co. He replaced 
W. L. Wardrip, who had resigned in order 
to head display for I. Miller Shoe Company, 
New York City. 

For the past several years in charge of 
display for Bonwit Teller, New York City, 
Tom Lee joined W. L. Stensgaard & Asso- 
ciates as display designer. 

William Brunk was named display man- 
ager for Mermod, Jaccard & King, St. Louis 
jeweler. He had been with Wilbur Rogers 





Cis PLAY WOR tL-O 


ORDER YOUR DOLL STANDS NOW 


FOR ALL SIZE 
DOLLS 


15” to 2° 





THE BEST STANDS ON THE MARKET 


_— 


bs ART R. COHEN COMPANY 


at the Lowest Prices 


New ice blue enamel finish on base and upright. Adjustable 
height wire clamps finished in rust-resisting “SILVERTEX” plate, 
Substantial round bases. a9 are “ae entirely of steel. 


CHOICE $ PACKED 
OF 12 TO 
DOZEN A CARTON 


ALL SIZES 








INFORMATION! 


jobber's set-up 
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AT LAST 


! 
e 
ALL PLASTIC CHILDREN’S 
MANNEQUINS 
.-. at low low PRICES! 
One of 60 different styles in different sizes 
and models. SEND FOR ADDITIONAL 
ATTENTION JOBBERS: Write for prices 
and catalog photos of our complete line. 
CHOICE TERRITORIES... still available 
if you inquire now about our profit-making 
GOLDSMITH & SONS, Inc. 
330 Broome Street New York 2, N. Y. 


Keak ae Khe KkeKhe Khe Khe Ka Kha KK Kk 


+ + + + + + H+ HHH HF 








- 


PACS || REDIKUT LETTERS 


FLASHERS 
REZN2ERS 


3055 RIVER ROAD 


RIVER GROVE, ILLINOIS % 


— Die Cut Cardboard Letters 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CoO. 


6519 West Blvd. Inglewood, Calif. 














AGHA Wd 1TdiieN 


Build a career in this well paying, uncrowded 
profession. Learn every phase of window trim- 
ming and interior display. Study under out- 
standing faculty. Practice in full length windows. 


CURRICULUM 
Cloth, Crepe Paper and Painted Backgrounds, 
Drug Windows, Men's Wear, Children's Wear, 
Women's Ready to Wear and Specialties, Small 
Wares, Window Design, Mannequin Draping, 
Interior Display, Lighting, Show Card Writing, 
Silk Screen, Papier Mache Fabrication, Prop 
Construction. 
Outstanding Faculty of prominent display 
men ond recognized artists. 





COURSES IN SIGN PAINTING AND SILK 
SCREEN PRINTING ALSO AVAILABLE. 








@ Tuition payments arranged to suit your 
convenience 

@ Approved for Veteran Training 

@ Free Placement Service—over 
graduates placed in well 
positions. 


“The Nations Center for Display Education” 


85% of 
paying 


NOMUNA 
Way 


617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 








EXQUISITE SMALL FLOWERS 
For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty. 
Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 
Importers — Mfgs. — Exporters 
36 W. 36th ST. NEW YORE 18, N. Y. 
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How To Wrap Packages 
For Christmas Display 


ACKAGES — gay and varied, colorfully 

wrapped and ribbon-tied—are the visible 

symbol of the gay and festive spirit 
that is in the air everywhere at Yuletide. 
Here are some suggestions which may help 
displaymen work up especially attractive 
packages for their windows, cases and 
ledges. Your packages can really be some- 
thing to talk about this year, says the Rib- 
bon Guild News of New York City, and you 
needn't be limited by the traditional red 
and green combination—good as that always 
is—for many new papers, new ribbons and 
new colors are now available. 

A fluorescent ribbon to be had in bright 
gléwing tones has a special finish which 
gives a luminous sheen. When used with 
the dark papers, or those with a suede-like 
surface, you will achieve a package that is 
very modern in appearance. There are the 
latest versions of the glittery tinsels and 
metallic ribbons, the shiny satins, and timely 
printed ones. These, together with rich 
papers, lovely plain-colored ones, and others 
telling the Christmas story in pictures, all 
are designed to help you make packages 
extra special. 

Choose ribbons that will blend or contrast 
with your paper. For instance, a moss 
green ribbon on a gold-papered box becomes 
more exciting by the addition of a touch 
of flaming tangerine. Cerise and white bows 
on pale blue paper; a lemon-yellow ribbon 
tied around a dark green package, with 
scarlet for accent, or lime and brown rib- 
bons on paper of a coppery tone indicate 
some of the more unusual ways in which 
to use color. 

The ability to wrap packages beautifully 
is not the prerogative of any one small 
group. Here's how: 

Clear an adequate working space—flat, 
firm, and with plenty of elbow room. As- 
semble all your equipment—scissors, seals, 
glue, ribbons, papers, boxes, etc. If the 
paper has a pattern, be sure you so place 
the box that the design will be well-spaced 
on the top. Fold paper over, pull smooth 
and taut, fold ends neatly and fasten with 
Scotch tape or decorative seals. If the box 
is large, tape two sheets of paper together, 
and proceed as you would with a single 
sheet. The seams can be concealed with 
ribbon. Two different colors, or a printed 
paper combined with a plain one, will pro- 
duce a novelty effect. 

No matter how you choose to tie the 
ribbon around the box (crossed through the 
middle for a square box, crossed at either 
or both ends for an oblong one, etc.) the 
bow is always made separately and attached 
to the box later. 

To make a big, full bow, use ribbon 2 to 
3 inches wide. Pinch gathers in the ribbon 
about 3 inches from one end, and hold be- 
tween the thumb and forefinger of the left 
hand. With the right hand make a loop 
about 2 inches long, and pinch in gathers. 
Continue looping ribbon back and _ forth, 
always holding the finished loops in the 
left hand, until you have made enough to 


give the desired fullness. (The narrower 
the ribbon, the more loops that will be 
needed.) Tie tightly through the center 
with wire or ribbonzene. Fluff out loops 
into a round pouff, and attach the bow to 
package. About 3 yards of ribbon is re- 
quired for a nice full bow. 

For a tailored, two-tone effect use two 
contrasting ribbons (print and plain, or 
different colors) each about 1 inch wide. 
Place wrong sides of ribbons together and 
lay flat on table. Make a series of flat 
loops working back and forth, keeping each 
loop directly over the one below, and a 
little shorter. Keep the center flat; do not 
pinch into gathers. Secure through the 
center with Scotch tape and pin flowers, 
berries or an ornament over the center. 

Little angels, snowmen, animals, etc., may 
be placed on the package, and sprigs of 
holly or spruce or other greens tucked in 
with the bow add a seasonal note. Try 
tying a soft knot near the end of four or 
five extra lengths of ribbon; attach these 
to the box under the bow so they will fall 
loosely across the package. 

Give packages a fairy touch by the use 
of flitter. It comes in various colors and 
metallics and can be used on the ribbons, 
or directly on the package. The parts to 
be decorated are lightly touched with mu- 
cilage, flitter is sprinkled on generously, 
and the excess shaken off. Another way of 
getting glitter on packages is to attach 
small Christmas balls to the ends of the 
tying ribbons. Remove the cotter pin from 
the ball, push one end of pin through the 
edge of the ribbon, and then replace both 
ends in the ball. 

Metallic and tinsel ribbons can be curled 
simply by drawing the ribbon over the blunt 
edge of a knife. If you cut 10 inch lengths, 
tie them together in the center and curl 
each end, you will have a fluffy, “curlicue” 
rosette. 

One answer to wrapping bottles is to 
wrap them with aluminum foil—it’s very 
crushable and molds easily to the shape of 
the bottle. Tie a big red bow at the neck, 
or dress it up with a ribbon skirt. To make 
this skirt, glue lengths of ribbon ™%-inch 
wide to a matching band of wider ribbon. 
Fasten the band around the neck of the 
bottle so that strips hang to the bottom 
edge. The more strips, the fuller the skirt. 
Another way to handle a bottle is to roll 
it in corrugated paper to form a cylinder. 
Stuff tissue around the neck and wrap in 
paper. Have the paper longer than the roll 
and slash the ends to form a fringe. Tie 
with ribbon bows, and the bottle has turned 
into a giant party “snapper”. If you use 
plain white paper, wind red ribbon spirally 
around the cylinder and top with a red 
Christmas ball. 

For the male of the species omit the frou- 
frou. If you use bows, make them flat and 
tailored. Choose masculine colors in both 
paper and ribbon — browns, dark greens, 
grays, etc. The package can be decorated 
with pictures typical of masculine interests 
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such as sport scenes, or it may be trimmed 
with gadgets indicative of a particular 
hobby — colorful fishing flies, a toy gun, 
miniature camera, deck of cards, or even 
bright packages of seeds. For the “strictly 
business” man, wrap the package in the 
financial page of the local paper, tie with 
gold ribbon, and decorate with imitation 
bills and coins. 


Speaker Explains Purpose 
Of Exhibitors’ Audit Bureau 

Speaking before the twenty-fifth anni- 
versary meeting of the Exhibitors’ Advisory 
Council in Chicago on October 2, Charles 
D. Scott explained the purpose of the Ex- 
hibits Attendance Audit Bureau after tell- 
ing those present that trade show adver- 
tisers frequently approach exhibits unreal- 
istically and that specific results can not be 
added up. Scott is supervisor of the ex- 
hibits and science demonstrations, advertis- 
ing and publicity department of General 
Electric Company. As reported in Adver- 
tising Age: 

“When that happens, what does it leave 
but a sad memory of long hours and aching 
feet,” he said. “We must provide the yard- 
sticks that will permit the best application 
of industrial exhibits, fitted into marketing 
programs in ways that will assure the kind 
of results called for by the expense and 
effort which go into them. 

“The Exhibitors’ Advisory Council has 
advanced the ideas that attendance at in- 
dustrial and trade shows should be analyzed 
for content, and factual data about it put 
in the hands of those who select shows, who 
plan exhibits, and who must evaluate the 
results of this kind of effort. 

“It was obvious that an audit, bureau 
could be of universal help by introducing 
standards and regulations for compiling 
and reporting attendance data, by setting up 
some yardsticks for audience measurement, 
and by providing an agency for certifying 
the accuracy and reliability of the informa- 
tion being reported.” 

For this reason a Show Audit Committee 
was organized by the council’s trade show 
clinic in 1949, Scott said. “A definite plan 
for an operating audit bureau began. Fin- 
ally, in February of this year, the formation 
of the Exhibits Attendance Audit Bureau 
was announced and the EAC committee was 
dissolved.” 

The bureau, he said, has four principal 
purposes : 

“1. It wants to analyze show attendance 
and make detailed information available. 

“2. It will audit show managers’ state- 
ments of attendance and, after auditors’ ex- 
amination finding them up to standard as 
to accuracy and coverage, will publish them 
in report form with a statement attesting 
to their reliability. 

“3. It will set up general standards and 
regulations to guide the preparation of at- 
tendance reports and the compilation of 
statistics. 

“4. It will endeavor to assist show man- 
agers in planning and preparing their 
attendance breakdowns to reveal the facts 
of show attendance in the most helpful 
form. 

“The Exhibits Attendance Audit Bureau 
will be run on a non-profit basis, and it is 
organized essentially as a committee type 
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of operation. Audit charges will be de- 
signed only to reimburse the bureau for 
auditors’ fees and the administrative ex- 
penses of the operation. The audit reports 
published by the EAAB will be distributed 
to members of the exhibitors council and 
to the headquarters offices of the other 
associations taking part in the audit bureau. 
In addition, exposition managers will dis- 
tribute the certified reports to their ex- 
hibitors and prospects. 

“Today the Audit Bureau stands at a 
cross-roads It stands ready to serve 
the shows and exhibits field and, I believe, 
to assist helpfully hy providing a new tool 
of universal use to 'the field, one that offers 
a means for pointing up the excellent mar- 
keting opportunities of exhibits. 

“You exhibitors who see the value of 
collected show information . . . should make 
yourselves heard. Let exposition managers 
know the kind of information you want, 
and stand ready to help in a practical way 
if a manager asks for your advice in settling 
upon the kind of information that applies.” 

Dominico Mortellito, designer, E. I. Du 
Pont de Nemours & Co., stated that trade 
show management restrictions on booth 
height make it “impossible” for exhibitors 
to display simply and effectively in stand- 
ard, moderate-size booths. 

“To design the appropriate setting, the 
props, the proper working area for the sales 
working representative, the particular 
counter support or structure for an exhibit, 
knowing the purpose and intent of your 
sales department is not a phenomenal task 
for any competent professional designer,” 
he said. “But the rules and regulations, in 
most of the present day trade shows, are 
such that your designer is limited to the 
creation of nothing more than a back wall 
treatment and anything else which he can 
conjure up, and is feasible below the bek 
line.” 

He said that in a standard booth limited 
to 8-foot depth the sales representative 
usually needs to keep exhibited material at 
eye level. 

“Let us assume that this material must 
be seen from many sides and that it will 
be necessary for several technical and pro- 
duction people to observe and discuss this 
product at the same time,” Mr. Mortellito 
said. “To do this exhibiting, discussion 
and sales job simply and effectively, with- 
out superfluous tricks that may obscure 
your sales presentation, is impossible under 
the present regulations, in a standard booth 
10 feet wide, 10 feet deep and 8 feet high. 

“Of this booth space, your designer can 
use only a fifth of the rented surface and a 
tenth of the rented cubic space for telling 
his story.” 

He urged show management to allow for 
“a more reasonable design flexibility,” and 
said that individual exhibitors would solve 
the problem of abuses of increased depth 
or exhibits that block adjacent exhibitors 
from view. 


Ted Roberts Returns 
To The Diamond 

Following service with the Marine Corps, 
Ted Roberts has rejoined The Diamond, 
Charleston, W. Va., as display manager. 
The position was filled by T. R. Huntington 
during his absence. 








you're working 
..... too hard 


IF YOU'RE NOT USING 


TACKERS 


THE GUN TACKER 


For General Display Work. 
Drives 4%”, 5/16” and %” staples. 


THE HAMMER TACKER 


For Heavy Duty Tacking Work. 
Models to drive staples up to 9/16”. 


Duo-Fast gives you the unusual com- 
bination of top quality tackers com- 
bined with lowest prices. 

All Duo-Fast users also get the benefit 
of the famous Duo-Fast Free Service 
Guarantee. 

38 sales and service offices in principal 
cities. For complete information write 
to: 


FASTENER CORP. 


858 FLETCHER ST. 
CHICAGO 14, ILL. 














XMAS DISPLAY ACCESSORIES 


Send for catalog showing our assortment of Foil 
Bows, Stars, Chain Links, Holly Sprays, Gems, 
Candles and Fans. Also have Xmas Half Lanterns, 
Xmas Candle Plaques, Pipe Organ Plaques and 
Large Pipe Organs. Full line of Plain and Em- 
bossed Foils and Papers. 


THE MULDNER COMPANY 


377 BRIDGE STREET BROOKLYN 1, N. Y. 


PRICE CARD HOLDERS 


Cash Alarm Tills, Cone Twine 
Holders, Snap-In Tag Need- 
les, Window Trimmer's Tool. 








Write for lilustrated Price List 


Rudolf Orthwine Corp. 
418 W. 33rd St., New York 1 
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PAGE 
CATALOG 


Arthur Brown & Bro’s. Encyclopedia 
of Art and Drawing supplies! 


* Silk Screen Materials 

* Artists Supplies 

* Drafting & Drawing Materials 
* Papers, Boards, Pads 

* Airbrushes & Compressors 

* Craft Materials & Plastics 

* Picture Frames 

and hundreds of other art essentials 


FREE: Write on your letterhead— 
® you’ll receive this valuable 
catalog at no charge. ae 








ARTHUR BROWN & BRO. Inc 
2 West 46th St. New York 19 NY 











GET CUSTOMERS IN 
A BUYING MOOD 





Enhance fall and winter dis- 
plays with +400 CRYST-L- 
CRAZE, ee a ye Base al 
coating that can be applie 
to alae: metal or any non- ideal vad — 
orous surface. Just brush _ display too 
t on, the crystals form as it dries. Coverage 
same as ordinary paint. Remove with hot soapy 
water. There's nothing like a Jack Frost effect 
and there's no Jack Frost like CRYST-L-CRAZE! 


PTS. $1.75—QTS. $3.10—GAL. $10.90 
Orders $10 or more postpaid jo. Angeles 
FRY PLASTICS CO., 7826 S. Vermont, Calif. 


FRY PLASTICS CO., Dept. D1 ‘ 
7826 So. Vermont, Los Angeles 44, Calif. 


Please send 
NAME____ STORE 
STREET __ city & STATE____—. 
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Display School Opened 
In South Africa 

The Continental Display School is the 
name of a new organization opened in Port 
Elizabeth, South Africa, by Henk van der 
Linde. It is the first school of its kind in 
South Africa, according to van der Linde. 
He describes it thus: 

“From the very first months of my arrival 
in South Africa I have been thinking about 
the possibilities of a school for displaymen, 
and also in view of the many applications I 
had for professional tuition when I was 
working as display manager for Garlicks, 
of this city. Shortly after the first of this 
year I started to bring my plans to fruition. 
By chance I received the opportunity to 
rent an ideal place in which my display 
school is now functioning and which in 
every wav satisfies present demands. Be- 
fore I started executing my plans I gathered 
information from several other display 
schgols overseas, and my school can now 
be matched as regards tuition and equip- 
ment with similar schools in other countries. 

“Twelve full-sized windows have been 
built along the blind walls, lined with 
wood and covered to conform with present 
demands; every window has its own light- 
ing. Numerous factories and shops showed 
their interest by sending dummy packages, 
display cards and merchandise, while the 
itself regularly buys goods and 
articles to make practical lessons as true to 
nature as possible. The school has its own 
mannequins, bust forms, and every sort of 
instrument and material which are usable 
in normal shops and department stores. 

“At an enormous table of uncommon form 
the pupils sit in a pleasant position to attend 
the theoretical lessons and the lessons in 
card writing. 

“The subject matter of tuition is most en- 
grossing and extensive, while the teachers 
have very sound experience, each in their 
own domain. The lessons in window dis- 
play, composition, color technique, and also 
interior decoration are given by myself. The 
lessons in card writing and poster design 
are given by John Esbach, a very talented 
artist and one of the best people in the 
field of card writing and related subjects. 

“Numerous people have enrolled already. 
We desire to accommodate the personal 
interests of each student as much as pos- 
sible. 

“We have already numerous applications 
(including those from other towns) for the 
full-time course which will shortly be in- 
troduced and which will extend over a 
period of two years. After these two 
years students will receive, after examina- 
tion, a certificate acknowledging full pro- 
fessional aptitude. For students outside of 
Port Elizabeth I am negotiating with some 
leading hotels to provide pupils with re- 
liable and reasonable accommodation.” 


school 


| Houston Store Appoints 


Richard Condit 


Formerly in charge of interior display for 


| The Union Company, Columbus, Ohio, until 


he joined the display staff of Levy's, Hous- 
ton, about a year ago, Richard H. Condit 
is now display manager for the Texas firm. 
He replaces Jack Otterson, following the 


| latter’s resignation. 


1931 
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SUNFAST 


DISPLAY PAPER 


FOUNDED 1844 

24 FADE-PROOF COLORS 
TWO WIDTHS 
107" and 92" 


Distributed exclusively by 
Display Jobbers 


Sample Swatches and Price List 
on request. 
Complete stocks in New York, 
Chicago, San Francisco 
Butler Houses. 


Address all inquiries to 


BUTLER PAPER NEW YORK 
CORPORATION 
247 Park Ave. Tei Plaza 3-7860 
New York City 17 




















Sturdy Low Cost Oscillator 
for Cardboard Animation 


@ Inexpensive back-and-forth motion. 

@ Simple to use! Just drop into cardboard 
pocket or flap. 

@ Factory set for many different arcs of travel. 

@ 10 standard speeds. 4 and 10 RPM in stock. 

@ Small. Compact. Light Weight. Sturdy. 

@ Dependable synchronous motor. 

@ Can be synchronized with one or two or 
more chaser light actions. 


Sample unit just $6.75 
Check with order please. 


One of many low-priced products for animation 
made by 


GALE DOROTHEA 
Elmhurst, Long Island, N. Y. 
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Dot Fastener Display 
Uses Motion Well 

Pictured is the display which United-Carr 
Fastener Corporation, Cambridge, Mass., had 
built for some of the trade shows which the 
company attends. It was used recently at 
the Southern Garment Manufacturers conven- 
tion in Memphis. 


The little stylized man in the display is 
constructed to fasten and unfasten automati- 
cally the modeled “Dot” snapper. The motion 
is accompanied by a magnified click to re- 
produce on a larger scale the sound made 
when a “Dot” fastener is opened or closed. 
Thus the unit adds sound to motion. 

On each side of the display two wheels 
rotate to show approximately 1,000 military 
and non-military uses for “Dot” fasteners— 
“a sizeable accomplishment for one display 
of this type,” points out John Ring, assistant 
advertising manager of United-Carr. The 
logotype at the top lights up in white and 
red; the entire display is a composite of nicely 
blended colors that are attractive and soft. 


Vegetable Stand Theme 
Used For Jewelry Display 


Shortly before his recent untimely death, 
Henry Altheimer, display director for Coro, 
Inc., New York City, created an interesting 
and novel display for a trade show. The 
exhibit received considerable praise and was 
described in the following manner by 
Altheimer : 

“The Coro Color Mart shows a typical 
sidewalk fruit and vegetable stand in front 
of a market. The theme was carried out 
by showing the sidewalk stand divided: into 
12 sections, each section covered with a 
different color of lush velvet . . . dark 
green for peas, light green for lettuce, 
purple for grapes, burgundy for plums, and 
so on. Jewelry with emerald stones, ruby 
stones, sapphires and the like were natur- 
ally put into the bin in which their color 
was duplicated by the velvets so as to carry 
out the color scheme. 

“In front of the vegetable stand stood a 
beautiful push-cart painted in the shade of 
burnt sugar. It was covered on top with 
velvet choker forms, busts, fixtures, etc., in 
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the burnt sugar shade. The all-over pattern 
of the entire exhibit was dramatic, yet prac- 
tical. 

“On the floor of the exhibit was a simu- 
lated sidewalk and this too was of burnt 
sugar velvet. 

“Placed on the exotic sidewalk were small 
fruit baskets sprayed in burnt sugar colored 
paint. In these baskets were placed arti- 
ficial pears, plums, apples, etc. The fruits 
were occasionally ‘stabbed’ with a large 
rhinestone pin. 

“The entire exhibit was ablaze with spot- 
lights and a very. brilliant effect was ob- 
tained because of |the free use of artificial 
diamonds on the entire top of the push-cart.” 


Zipper Promotion Backed 
By Nearly 6,000 Windows 

R. H. Penndorf, director of advertising 
and sales promotion for Donahue Sales 
Corporation, New York City, describes a 
successful promotion on “Talon” zippers in 
which display played a very important part: 

“Last fall we ran a spread in full color 
in Look magazine, highlighting zippers in 
back-to-school children’s clothes. The main 
feature of the promotion was the integra- 
tion of three department store items, namely 
piece goods, patterns and zippers. 

“The success of this promotion, from the 
standpoint of participation by the retailers, 
was so encouraging that a similar promotion 
was planned for Look magazine for last 
spring highlighting zippered closures 
for children’s play clothes. 

“Apparently based on the success of the 
first promotion, retailers readily climbed on 
board this new promotion and the results 
speak for themselves. The only measuring 
stick which we can apply to a promotion of 
this type is the enthusiasm with which re- 
tailers tie-in advertising-wise and display- 
wise with the basic promotional theme. It 
suffices to say that our field representatives 
reported over 1,250 department store win- 
dows and over 4,500 chain variety windows 
appearing in conjunction with the Look ad- 
vertisement. 

“The appeal of the promotional idea, plus 
the opportunity to combine several related 
departments in the store, proved to be a 
real stimulus to display. No prizes or in- 
centives for display cooperation were offered 

. merely a request to displaymen to send 
us a print of the window, for which we 
would reimburse the cost of the photo- 
graph.” 


Hosiery Sales Kit 
Becomes Display 

Glen Raven Mills salesmen have been 
equipped with all-purpose sample cases of 
white translucent “Plexiglas” with sliding 
front panels of the same plastic in its 
transparent form. Each case contains two 
leg forms, embossed and hand-painted with 
the product name, which are held in place 
by transparent plastic springs. A compart- 
ment in the back, reached by another slid- 
ing panel, holds sales literature and order 
blanks. Thus on arriving in a buyer’s office 
the salesman need only snap off the pro- 
tective canvas cover in order to show the 
display units as they would look on the 
customer's counter. The case and contents 
complete weigh 12 pounds. 





A NATIONAL FAVORITE 


Displaymen across the nation are using 
8-ft. high Curvo Wallboard for window 
and interior modernization. Write today 
for a "Curvo Catalog” and learn how 
Curvo can help you too. 





Greggory Products Co. 


203 N. Wabash Ave., Chicago |, Ill. 























EXPERIENCE 


MAKES US TICK 


There is no substitute for experi- 
ence and we have more than 
twenty-five years of it, exclusively 
in display. 


We've seen display reactions in 
boom years and bad years, and 
we have always been able to 
meet the peculiar display prob- 
lems of displaymen no matter 
what the economic conditions 
were. 


Benefit by this experience by 
visiting the Hamberger large and 
complete showrooms in New 
York City, and you'll go away 
with many new ideas for your 
impending display programs. 


* 
DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 31st St., New York City | 
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HOW? 
IT’S EASY! 


DISPLAY WORLD WILL PRESENT YOUR 
SALES MESSAGE TO 15,000 DISPLAY BUYERS 
FOR ONLY $ 10-67 PER THOUSAND 
CIRCULATION. 


JOIN AMERICA’S LEADING DISPLAY HOUSES! 
« BE A REGULAR MONTHLY ADVERTISER + 


Yes, it’s easy to increase sales in the display field! You 
can do it economically by presenting your product and 
sales story to your prospective customers, the vast DISPLAY 
WORLD audience. Tell them about your products and 
show them why and how they’ll improve their display pro- 
gram. The items used in the production of window and 
interior displays are too numerous to mention and include 
construction boards, decorative papers, fabrics, set pieces, 
forms, fixtures, tools, etc. And your product, being a dis- 
play necessity, can be sold in profit producing quantities 
to the thousands of stores and displaymen throughout the 
country. 


The store uses its windows for display of merchandise to 
create increased sales and profits. Why don’t you use the 
“display windows” that the displaymen observe? DISPLAY 
WORLD, the recognized display authority, is carefully read 
and studied by over 45,000* persons monthly, all of whom 
are directly associated with display . . . the real buying 
power for display goods. It is here that displaymen look 
for ideas, trends and sources of supply. Put your company 
name and products on display. Impress your potential 
customers with the quality and utility of your display goods. 








Let them see your name and product in the advertising 
pages of the magazine that they believe in and accept as an 
undisputed authority. Don’t let another day go by without 
securing full information on DISPLAY WORLD’s inex- 


pensive but sure method of selling your merchandise. 


“Survey shows an average of 3 readers per copy of 


DISPLAY WORLD. 


WRITE TODAY FOR COMPLETE INFORMATION! 


DISPLAY WORLD 


CINCINNATI 1, OHIO 





OPPORTUNITY EXCHANGE 





AVAILABLE 


Executive Store Planning and 
Display Director. Twenty years 
experience with all lines of mer- 
chandise. Chain and department 
store type of presentation for win- 
dows and interiors. Thoroughly 
familiar with large or small organi- 
zation, operation, store openings, 
remodeling, departmental changes. 
Congenial, capable and efficient. 
Presently employed. Excellent ref- 
erences. 


Address Box 10EF 


Care of DISPLAY WORLD 


WANTED—DISPLAY SERVICE 


To do general merchandise and haberdashery 
windows in Illinois, Michigan, Ohio, Washington, 
Connecticut and New York City territories. If 
interested write for further particulars. 


Address BOX 10FG 
Care of DISPLAY WORLD 


pen Representatives ae 
by 


sell ~ Display Jobbers a poe woh 
priced line ofS Spring, Fall and 
Christmas Display Flowers, Gar- 
lands, Sprays, ts and b fp one, etc, 
Established trade East of the Mis- 
sissippi. Representatives West of 
the Siseleolent can build a lucra- 
tive business with this outstanding 
line. Men will be anes * to 
cover all the states. Also n 

to sell the large syndicate display 
buyers. Commission basis. nd 
complete resume to X 10NO, care 
of DISPLAY WORLD. Include 
age, lines carried, territory covered 
and type of accounts called on and 
all other pertinent information. 








f 





Closeout Special 
TURNTABLES 


The TURNABOUT turntable now 
being closed out way below regular 
price. All steel construction; nickel 
plated; 25 Ib. load; revolves at 2 
r.p.m.; no lubrication necessary; 
dimensions, top 7”, height 24”; 
weight, 2 lbs. Guaranteed new and 
perfect. 

Single Units $7.00—6 or more $5.95. 
Subject to prior sale. 


Bart Manufacturing 
Co., Inc. 


45 EAST th STREET 
NEW YORK CITY 16 





FOR SALE 
MECHANICAL WINDOW UNITS 


Train with animated Walt Disney characters: 


Donald Duck is 


engineer, Goofy and his one-man band ride a box car, Geppetto 
appears with Pinnochio and Jimminy Cricket, 3 little pigs are 
on caboose, Big Bad Wolf on a hand car, Sleepy’s on swinging 
crescent moon, 2 of the 7 dwarfs are sawing wood . . . and 


many other characters. 


Original cost $1,800. Used 2 seasons. 


Will sell for $700. Send for photos only if interested in buying. 


H. C. PRANGE CO. 


GREEN BAY, WISC. 


Alice in Wonderland 
Display 

Five pieces in peote mache: Mad 
Hatter, March Hare, worm, mush- 
room, and Cheshire Cat with ani- 
mated eyes. Pieces range from 12 
to 28 inches high. Used one time 
as doll promotion; perfect condition. 
Original cost $175.00. Will sell for 

$85.00. This is a real traffic stop- 
ping display. Photos on request. 


William Wiese Studio 
7014 GARDEN STREET WA-0701 
HOUSTON 17, TEXAS 











REPRESENTATIVES 


Are you interested in repre- 
senting a new firm? We cre- 
ate and manufacture fine high 
styled popularly priced origi- 
nals. Many territories, in- 
cluding Canada and Australia 
still open. 


Address Box 10LM 
Care of DISPLAY WORLD 











WINDOW TRIMMER 


Free lance 


displayman with merchandising experience 


wants better stores for trimming within a 75 mile radius 


of Philadelphia. 
wear. 


backgrounds. 


Will handle ladies’, men’s or children’s 
Also constructs any type of permanent or seasonal 


Address BOX 10JK 


Care of DISPLAY WORLD 


WINDOW TRIMMER 
Thoroughly experienced Window 
Trimmer capable of taking complete 
charge of window displays fer a 

popular priced men’s store. Must be 
able to trim semi-tight but smart 
windows in the style of New York 
City Times Square Men’s Shops. 
Salary $100.00 per week (plus bonus) 
to start. Permanent position with 
an excellent future. State wk 
cations and experience in first let- 
ter, and enclose show window 
photos (snapshots will do). Replies 
confidential. 


ROBERTS MEN’S SHOP 
ALLIANCE, OHIO 











Silk Screen and 
Display Executive 
20 years experience in selling 
Married, two 
Would 


like to locate in Southwest. 


Address Box 10MN 
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and production. 
children, perfect health. 


Care of 








DISPLAY SALESMEN WANTED 
Splendid Money-Making Opportunity 


For Full-Time and Side Line Men 


An old established general display house handling a complete 
line of display materials and fixtures is in need of salesmen to 


cover the following states: 


Alabama, 
diana, Kentucky, Louisianz, Mississippi, 


Arkansas, Georgia, In- 
North Carolina, South 


Carolina, Texas, Virginia, and all New England states. 
Write at once for attractive proposition. 


Address BOX 10DE 


Care of DISPLAY WORLD 


FOR SALE | 
Christmas Interior 


including 10 giant illuminated 
medallion post units with 
brackets and 4 giant illumi- 
nated ledge displays. These 
are diamond dusted with ma- 
che, full round and complete 
with flocked foliage. Also in- 
cluded 2 sets each Santa, 
sleigh and six reindeer. 
\% original price 

(Less foliage, $300) 


Address Box 10AB 
Care of DISPLAY WORLD 








CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bildg., 3710-12 N. Cicero 
Ave., Chicago 40, Ill. 





JOBBERS! 


FOR PROFITABLE, AMAZING, NEW 
FLUORESCENT GLOWING SIGN KIT 


Sensational new plastic kit makes signs that adhere to any smooth surface 


now being introduced nationally. 


(And Catching On Fast!) 


Write TODAY (on your letterhead) for FREE SAMPLE, complete informa- 
tion about generous discounts and available territories for ALPHA-Betty 


Sign Kits! 


GORDON PLASTIC PRODUCTS CORP., Ossining, N. Y. 








POSITION WANTED 
Display or advertising position in 
or near Denver, Colorado, Thirteen 
years experience, good references. 
Free lance or full time. Art back 
groun 

" Address BOX 10KL 
Care of DISPLAY WORLD 











WANTED — Experienced Window 
trimmer and combination man in 
Northern Indiana thriving men’s 
and boys’ clothing store. Married 
or preferably a single man. Give 
experience, references and salary 
expected. 
Address BOX 10HI 
Care of DISPLAY WORLD 





Aggressive Salesmen Wanted 
Mannequin Mfgr. sells direct only. 
Beautiful line, well known. Also 
full line fixtures, accessories. Ef- 
forts supported with direct advertis- 
ing. No objections to non-conflict- 
ing line. High commission. Most 
territories open. 

Address BOX 10CD 

Care of DISPLAY WORLD 








JOBBER 


Established 20 years wants 
additional lines — fixtures in 
wood, metal and lucite for 
cataloguing. Also decorative 
display items. Send photos 
and particulars. 


Address Box 10BC 


Care of DISPLAY WORLD 
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MADISONIA 


MANIKIN REFINISHING 
NEW YORK — 
CHICAGO — II 
DALLAS — 1209 S. INDUSTRIAL BOULEVARD 
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164 WEST 25TH STREET 
S. DESPLAINES STREET 











Elaborate Display Sells 
Motion Picture Equipment 


With the knowledge that 
movies like movies, Bell & 


sells 
Com- 


nothing 
Howell 


pany has available for dealers a new 20- 
piece “Spectator Display” designed to 
convert a store window into a_ sidewalk 
theatre showing continuous sound and color 
movies. 
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The heart of the display is a translucent 
sereen with a mirror for continuous pro- 
jection from either the right or left side of 
the window. The screen is recessed, making 
it possible to project a brilliant picture 
even in bright sunshine, and has step- 
shelves for the display of cameras and 
accessories. A projector stand which will 
support up to 100 pounds is also supplied. 

“This basic material forms a permanent 
display which can be varied to fit any 
season or promotion through the use of 
different window valances or _ borders,” 
according to Maxwell Sroge, sales promo- 
tion manager of Bell & Howell. 

The “Spectator Display” comes with two 
four-piece, three-color window  valances 
which will fit any size display window. 
The first valance, for immediate use, fea- 
tures the company’s new “200” camera and 
the other allows for rapid change-over to 
the Christmas theme, “Choose a Photo Gift 
for Everyone.” 

Three 25 by 40-inch window posters in 
color feature Bell & Howell’s new low- 
priced 8 mm. camera, the new “200” camera 
and the company’s national magazine four- 
color advertisements. 

Also available is a new 200-foot, 16 mm. 
sound film entitled “Movie Star,” which 
tells the story of the new “200” camera. 
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Acme Bulletin Co Doerr & 


Ad-Color Corp. 
Advertiser's Display & Exhibit 
Ahrens, Inc., Milton S 


Alexander-Tagg Industries, Inc 
Albin Machine Co 

Amplex Corp 

Art Mode Mfg. Co 

Arts & Flowers 
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Bureau of Circulations 
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Barron & Assoc., J. E 
Becker Sign Supply Co 
Bliss Display Corp 
Bobick, Estelle 

Brevel Products Corp 
Brown & Brother, Arthur 
Bulkley, Dunton & Co. 
Butler Mfg. Co., B. B 
Butler Paper Co 


Gregory 


4 Hoover 


Chicago Cardboard Co 77 
Cohen Co., Art 

61, 70, 77, 89, Inside Back Cover 
Cohen Display Equip. Co., Harry 81 
Craftint Mfg. Co. 88 
Craft Studios 67 
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Darling Co., L. A Back Cover 
Decker Corp., The 83 
Decorative Displays 53 
Decorative Plant 
Display Craft 63 


Corp 61 
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Fastener Corp 
Frostee Sno Co. 
Fry Plastics Co. 


& Sons 
Inc 


Hamberger, 3 
Hansen Mfg. Co., A. L ‘ N 
Herzberg-Robbins, Inc 

& Sons Co., Jos 


Intl. Register Co. 


Isinglass Valance Co 


Jacoby Corp., Meyer 


Jewel Elect 


Kehoe Disp 
Koester School, The 
Korrect-Way 
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saverne Originals 
loyd Co., Inc., W.H.S. 


Mechanisms, Gale 


.ustra Corp. 


M 
G M & O Fixture Co. 


GivsiacnWemer aot iia Madisonia Manikins, Inc. 


General Die & Stamping Co. 
General Display Corp. 
General Plastics Corp 
Glo-Brite Products, Inc 
Goldsmith 
Greggory, 
Motors, Inc 


*“Makaming” 
Malina Co, 

Mask Products, Inc. 
Midwest 
MiroFlector Co., Inc. 
Miroflex Prod. Co., Inc. 
Moldkraft Products, Inc. 
Morgan Company, The 
Muldner Co., The 

H Mutual Disp. Mfg. Co. 


David 


Natl. 
Natl. 
Natl. Display Institute 
I Natl. Sawdust Co. 

New York Mfgrs. Group 
Noel Mfg. Co. 
Nu-Show Displays 


J 2) 


Ohlhorst, R. A. 
Opportunity Exchange 
Orthwine Corp., 


& Mfg. Co 


K 
Fixture Co P 
Parallel Mfg. Corp. 


Displays Pellegrini & Cudahy 


.ustra-Cite Industries, Inc. 


Manniquin Display 


Assn. of Disp. Industries 
Card, Mat & Board Co. 


Rudolph 
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Quensell Displays 
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Radiant Glass Fibers Co. 
RCS Studios 

Redikut Letter Co. 

Red Wing Products 
Reinermann Fixture Co. 
Retail Reporting Bureau 
Reyburn Mfg. Co. 
Reynolds Elect. Co. 
Reynold’s Printasign 
Rubner Inc., Gustave 
Rustic Furniture Co. 
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Scheuer Creations, Inc. 

nside Front Cov 
Sherman Paper Prod. Corp. 
Showcard Machine Co. 
Siegel, Inc. Nat 
Stempler & Sons, Inc., Barney 
Stensgaard & Assoc. Inc., W. L. 
Sylvania Elect. Prod., Inc. 
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Transparent Shade Co. 


U 
U. S. Plywood Corp. 

w 
Walters, Inc., Ben 


Watson Decor. Products, Inc. 
Williams, Inc., D. G. 
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ART R. COHEN COMPANY 
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=) a Modern Display Equipment 





810 Penn Ave Pittsburgh 22, Penna 


























clean cut, highly functional, 
contemporary design offers... 


A SMART NEW CONCEPT IN WOOD DISPLAY FIXTURES 


Be assured of neat, sales producing displays and un- 
limited flexibitity with this versatile new group. Adaptable 
not only to men’s wear but to many other types of mer- 
chandise as well. Distinctive quality is achieved with se- 
lected solid oak construction in a beautiful natural limed 
oak finish. 

A FREE DISPLAY GUIDE featuring this new line is 
now available ... chuck-full of large illustrations showing 
what fixtures to use and HOW TO USE THEM! Write 
for your copy today. 


/) 3 /): 2. |DARLING 
. ° R DISPLAYS 
A typical spread in the new manual. Note the large Sisveiauroe 


i i i i ims that dominat 
illustrations of practical display trims that dominate 1A. DARLING CO. BRONSON, MUCIGAN Your one dependable 
source for everything 


the book. Be sure to get your copy soon. It’s free. NEW YORK CHICAGO _—LOS. ANGELES in display equipment 


MIGHLT FUNCTIONAL FURNITURE FOR OISPLAY 





